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A lot of boys and girls are going 
to graduate from college in a month 
or so, and a lot of business men 
would like to have the opportunity 
of graduating at the same time from 
the University of Hard Knocks. 
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Now at last it is revealed that Old 
Dutch Cleanser is made of “seismo- 
tite.” Fortunately, however, the 
average housewife will never hold 
that against it. 
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Swift & Co. have introduced a 
frolicksome white cow to brighten 
up the Brookfield butter campaign. 
SAnd in case of inflation she may 
prove to be the cow that jumped 
over the moon. 
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Creditors of a defunct Milwaukee 
Hadvertising agency have received 
checks representing 5 per cent of 
Stheir claims. A Milwaukee business 
liquidating after April 7 ought to 
have been able to do better than 
that. 
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Since it has been reported that 
Federal regulation of advertising is 
in the offing, a lot of bright young 
fellers have already applied for the 
job of policing the Bab-O bath-room 
models. 

YS 


Speaking of ladies of the adver- 
tisements presented informally in 
bath-room attire, Ivory soap has dis- 
covered something that most people 
found out a long time ago—that the 
most beautiful thing in the world is 
a beautiful baby in her bath. 
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The protest of the magicians’ so- 
ciety against Camel cigarette adver- 
tising is presented by the chairman 
of the committee on public rela- 
itions. The real kick is that Camel 
thas been functioning too success- 
ifully as a member of that committee. 
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| Kay Francis, Murine says, is soon 
jto appear in “The Keyhole.” If she 
idoes, it will take even more than 
}Murine to enable the customers to 
jsee her. 

>. & 3 


A lady correspondent, intrigued 
| by the Chase and Sanborn advertis- 
jing, wants to know if it is really 
true that tea quickens the emotions. 
‘There is only one way to find out, 
jlady—and Chase and Sanborn will 
ibe glad to co-operate in the ex- 
periment. 

q 7* VV 


The Advertising Review Commit- 
tee thinks that a “reasonably per- 
\Suasive advertising appeal” ought to 
be permitted, even under legal reg- 
ulation by Washington. In other 
words, if the advertiser can continue 
jto promise beauty, health, sex ap- 
peal and financial success in return 
for the use of his product, all may 
yet be well. 
7 FF ¢ 


Lee Bristol asks why it is that 
Publishers believe so thoroughly in 
campaigns by advertisers and yet 
discontinue their own so readily. 
The answer to that one was re- 
corded a long while ago: “Our busi- 
hess is different.” 
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One business plus one lawyer plus 
One receivership equals prosperity— 
for the lawyer and the receiver. 


Copy Cus. 


CONFERENCES ON 
REGULATION OF 
COPY ARE BEGUN 


Advertising Given Chance 
to Tell Views 


Washington, D. C., April 27.—With 
the avowed purpose of determining 
what might be done along the lines 
of “remedial action to improve an 
act which is generally admitted to 
be inadequate at present for the pro- 
tection of consumers,” Assistant 
Secretary of Agriculture R. G. Tug- 
well today began a series of con- 
ferences with representatives of the 
drug, cosmetic and food industries, 
and with advertisers, publishers and 
broadcasters, in connection with pro- 
posed revisions of the food and 
drugs act. 

Drug and cosmetic representatives 
discussed the entire subject with Dr. 
Tugwell today; tomorrow _repre- 
sentatives of the food industry will 
be heard; and on Saturday confer- 
ences with representatives of ad- 
vertising, publishing and broadcast- 
ing associations are scheduled at 
which they may present their views 
on the proposed legislation, which 
is said to be designed to extend the 
operation of the food and drugs act 
to give the government supervision 
over advertising similar to that now 
exercised over labels and branding. 


Conflict Is Seen 


The present hearings, which are 
being held behind closed doors, are 
for the announced purpose of af- 
fording Dr. Tugwell, a newcomer in 
the department, a comprehensive 
picture of the whole situation, and 
to permit those directly interested 
to submit their suggestions in an 
organized way. In this connection, 
the statement of Dr. Tugwell says: 

“Our discussions in the depart- 
ment have covered practically every 
phase of remedial action to improve 
an act which is generally admitted 
to be inadequate at present for the 
protection of consumers. So far 
these ideas have not progressed to 
a point of adoption. The opinions 
of various groups directly or indi- 
rectly interested will, we expect, ex- 
pedite the production of a draft that 
will be most practicable and that 
will, at the same time, accomplish 
the degree of consumer protection 
we want.” 

Although various groups repre- 
senting advertisers have already ex- 
pressed their approval, in principle, 
of the proposed legislation, there is 
expected to be much conflict in de- 
termining what definite steps seem 
mutually necessary and desirable. 
The food and drug administration is 
frankly seeking legislation to ob- 
viate “circumvention of the law” in 
any possible manner, and much dif- 
ference of opinion will undoubtedly 
develop between the department and 
the representatives of advertising on 
how such legislation is to be framed. 

As a new element of advertising, 
come into vogue since the adoption 
of the food and drugs act, broad- 
casting will receive special attention 
at the discussions, it is predicted. 

While the present discussions af- 
fect advertising of drug, cosmetic 
and food products only, advertisers 
generally are keeping in close touch 
with the situation on the theory that 
similar supervision may be _ sug- 
gested for all copy. 


New York, April 27.—The dispo- 
sition to oppose radical changes in 
the agency system and publishing 
practices, which have become issues 
as a result of transitory disturbed 
conditions prevailing the past year, 
was revealed in discussions and com- 
mittee reports at the 47th annual 
meeting of the American Newspaper 
Publishers Association here this 
week. 

The subject of guaranteed news: 
paper circulations came up for a 
thorough airing this year for the 
first time. After a lengthy discus- 
sion which indicated that members 
were unanimously opposed to the 
practice, a resolution was adopted 
condemning it. 

One of the two important reso- 
lutions included in the report of 
the radio committee, of which E. H. 
Harris, Richmond, Ind., Palladium- 
Item, was chairman, called upon 
members to refrain from publishing 
radio programs, unless paid for at 
regular advertising rates. 

The other protested against the 
selling or giving away of news to 
radio stations, recommended that 
members owning radio stations limit 
news broadcasts to brief bulletins 
which would whet "the appetite for 
complete reports appearing in news- 
papers and pledged the association 
to combat cases of new piracy by 
legal means. 

The convention opened and closed 
with a lively discussion of the nec- 
essity for, and possible benefits from, 
an increase in subscription rates. 
Members attending the Tuesday ses- 
sion for publishers of smaller news- 
papers reported that they had, 
through necessity, increased the pro- 
portion of circulation revenue the 
past year. One publisher said he 
was deriving 55 per cent of his rev- 
enue from subscribers and several 
said circulation receipts amounts to 
as much as 35 per cent of their in- 
come. 


Sees Greater Cost to Reader 


Col. Frank Knox, Chicago Daily 
News, ventured to predict during the 
closing minutes of the final session 
today that before another year had 


A.N.P.A. Opposes 
Giving Guarantees; 


Re-Elects Officers 


RE-ELECTED 


Howard Davis, business. manager, 
“New York Herald Tribune," who 
was re-elected president of Amer- 


ican Newspaper Publishers’ Associa- 
tion this week. 


passed a fundamental change would 
occur in the publishers’ conception 
of the just division of costs between 
readers and advertisers and that 
either subscription prices would be 
materially increased or that a trend 
in that direction would be noticeable. 

All officers, as well as the five di- 
rectors whose terms expired this 
year, were re-elected. 

Howard Davis, New York Herald 
Tribune, will continue as president 
another year; George Rogers, Cleve- 
land Plain Dealer, as vice-president; 
E. H. Harris, Richmond, Ind., Pal- 
ladium-Item, as secretary, and Wal- 
ter M. Dear, Jersey Journal, Jersey 
City, N. J., as treasurer. 

The five directors re-elected are J. 

(Continued on Page 10) 


Milwaukee, Wis., April 28.—As 


beer is available. 


nounced today. 
M. L. Page, user secretary, will 


Chicago, April 28.—Ignatius T. 


Last Minute News Flashes 


Blatz Pays Tribute to President 


a tribute to President Roosevelt on 


“Roosevelt Day” Blatz Brewing Company will run 588-line copy in news- 
papers April 30 in cities where a sufficient supply of its Old Heidelberg 
Copy ties up President Roosevelt’s promise to bring 
back beer with Blatz’s promise to release only fully aged beer. 

Cities to get the copy include Washington, D. C., Chicago, Milwaukee, 
Minneapolis, St. Paul, St. Louis, Kansas City, Denver, Los Angeles, San 
Francisco, Portland, Seattle, Cleveland, Buffalo, Syracuse, and Indianapolis. 
Klau-Van Pietersom-Dunlap Associates are in charge. 


Hoke Named Manager of D. M. A. A. 


New York, April 28—Henry Hoke, for the past four years business 
manager of Postage and the Mailbag, has been appointed executive man- 
ager of Direct Mail Advertising Association, Eliot Wight, president, an- 
He will maintain offices here at 13 W. 23rd St. 


continue in Detroit, while convention 


headquarters, under the direction of Paul S. Van Auken, are in Chicago. 


Kitchen Klenzer Head Dies 


Fitzpatrick, president of Fitzpatrick 


Brothers, Inc., maker of Kitchen Klenzer and Automatic soap flakes, died 
at his home here yesterday of a heart attack. He was 65 years old. 


A. N.P.A. WARNS 
OF TENDENCY 10 
REWRITE FORMS 


Special Clauses Denounced 
By Committee 


New York, April 27.—The tenden- 
cies of certain advertising agencies 
to evade personal liability for pay- 
ment of space, to demand circulation 
guarantees from newspapers and to 
split commissions with clients were 
discussed at the convention of the 
American Newspaper Publishers As- 
sociation here this week, following 
the receipt of reports from the com- 
mittee on advertising agents and the 
committee on the standard contract 
form. 


“There is noted a trend on the 
part of a few agencies to depart from 
the long-established custom of agency 
relationship and functions, by sub- 
mitting contracts providing for no 
personal liability for payment of ad- 
vertising published on their order,” 
said the report of the first commit- 
tee. “In cases where this has oc- 
curred, we have immediately pro- 
tested and in practically all instances 
the agency has willingly returned to 
the established practice. 


“We have followed this course be- 
cause of our belief that the mainte- 
nance of the agency structure, the al- 
lowing of commission, the direct lia- 
bility of the agent for payment have 
been to a material extent, at least, 
the cause of the great success of the 
advertiser as well as the great vol- 
ume of advertising that has in nor- 
mal times resulted from the agency 
commission system, and because of 
the further belief that the spasmodic 
efforts made during the past twenty 
years to break down that system 
would result, if successful, to the 
detriment of both the advertiser 
and the publisher. 


Other Variations Noted 


“There is also noted a tendency 
on the part of some agencies to vary 
the usual terms by inserting in their 
contracts, or if not in their contracts 
then in their insertion orders, con- 
ditions at variance with common 
practice which if not detected and 
rejected lead to subsequent difficul- 
ties. We therefore recommend that 
your advertising and credit depart- 
ments be instructed to carefully ex- 
amine all contracts and orders for 
advertising, and to refuse acceptance 
of all that depart from the common 
practice. 

“An outstanding event of the year 
has been the prosecution by the New 
York City publishers of an agent for 
securing credit on the basis: of a 
grossly inaccurate statement of 
financial condition, for which he was 
convicted and received a suspended 
sentence. It is believed that this 
conviction will deter others from en- 
deavoring to secure credit through 
gross misrepresentation.” 

The report urged members to re- 
frain from giving circulation guar- 
antees, stating that thus far only a 
few newspapers had done so and 
that these had only guaranteed a 
major percentage of their circula- 
tions. 

“In this connection,” the report 
continued, “it may be well to point 
out that if newspapers continue in 
any material number to give even 
percentage guarantees, a general 


practice may result, and then, pre- 
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Now I can go 


1400 ELKS CLUBS 


back to my club 


I didn’t go very often 

These last few years, 

Pride, I guess. 

I always believed in 

Being a good fellow 

When I went. 

The rest of them are. 

But a sixty-cent drink 

For six of the boys 

Cracked a five-dollar bill 
And I couldn’t afford it. 

So I stayed away. 

But now 


WE’RE ALL GOING BACK 
to 


All 700,000 of us 


And we own 


he &Giks 


Magazine 


And we'll look for 
Your advertising in it. 


WESTERN | CENTRAL 
ZONE | 


[55,117 ELKS™"® 214.000 ELKS 
$400.22 | 
PER PAGE r 


| ZONE EASTERN 


{ ZONE 

318519 
SJ ELKS 
4#850.7* 
PER 


PAGE 


$650.22 
Per Pace. = 


For convenience and economy of advertisers having limited distribu- 
tion, the circulation of the ELKS Magazine is now available by ZONES. 


sumably, the advertisers will refuse 
to accept guarantees of percentage 
of circulation.” 


Describes Standard Form 


Describing the standard contract 
as recently revised by the board of 
directors and the American Associa- 
tion of Advertising Agencies, the re- 
port of the contract committee called 
attention to the facts that any un- 
usual conditions must be attached 
as riders, readily discernible at a 
glance, and that any condition either 
the agency or the publisher desired 
eliminated had to be deleted from 
the form. 

“The contract, as revised, does not 
differ materially from the previous 
form,” the report continued. “It 
continues the condition, a universal 
custom of long standing, of placing 
full liability for payment on the 
agency issuing the contract; it con- 
tains an added provision that the 
agent will not split commissions; 
and your committee has had elim- 
inated in its entirety the condition 
providing for terms of guarantee of 
circulation.” 

The committee on advertising 
agents announced that 477 agencies 
were recognized as of December 31, 
1932. During the year 1932, 61 ap- 
plications were considered. Of these, 
21 were recognized, 10 refused, eight 
tabled, seven withdrawn, 11 not quali- 
fied, and four are pending. Recog- 
nition of 59 agencies was cancelled 
and recognition of 13 was trans- 
ferred. 

Since Jan. 1, eight agencies have 
been recognized, 12 refused, one ta- 
bled, three withdrawn. Recognition 
previously granted to 16 agents was 
cancelled, and the recognition of 
seven was transferred. 


Imitator of 
Foods in Wax 
Ends His Life 


New York, April 27.—Food adver- 
tisers who have relied on Henry ter 
Linden, of Brooklyn, for wax repro- 
ductions of their products for win- 
dow display will have to look else- 
where in the future. Despondent 
over ill health, Mr. ter Linden ended 
his life by shooting this week. 

He was president of the Imitation 
Food Products Company, 107 Law- 
rence Street, Brooklyn. Here four 
men devote all of their waking hours 
to reproducing, and in some instances 
improving on, Mother Nature’s han- 
diwork. 

The imitations are made from wax, 
then painted. Mr. ter Linden boasted 
proudly that no one could tell his 
models from the real thing until he 
tried to bite into them. 

While most of the company’s work 
was for advertisers, practical jokers 
also were a source of revenue. At 
times they would order an entire 
dinner, paying a large sum for the 
gratification of witnessing the looks 
of dismay on the faces of guests. 

Mr. ter Linden’s prices ranged 
from 50 cents for an onion to $5 
for a whole ham. Advertisers were 
given the benefit of wholesale rates. 


Shircliff Appoints 


Advertising of Shircliff Company, 
Minneapolis, investments, has been 
placed with Kraff Advertising 
Agency, Minneapolis. Newspapers are 
being used. 


Takes Over Daily 
Raymond Fields, editor, Guthrie, 
Okla., Daily Leader, has purchased 
the interest of E. M. McIntyre. busi- 
ness manager, after a partnership of 
eight years. 


Tolle Joins Allied 


Norman W. Tolle, advertising, San 
Diego, Cal., has joined Allied Service 
Network, a group of independent af- 
filiated agencies throughout’ the 
country. 


Root Expands 


Root Advertising Agency, 440 S. 
Dearborn St., Chicago, has moved to 
larger quarters at the same address. 
The agency specializes in medical, 
drug and dental accounts. 


— 


BRINGING OUT THE OLD SHELL GAME 


‘ 


"Mr. Liar Lamp," as depicted in current copy for Westinghouse 
lamps, where he is serving to call attention to 
ing cheap lamps which eat up current. 


e fallacy of purchas- 


WAR ON CHEAP 
LAMPS TAKES 
ON NEW ANGLE 


New York, April 27.—Confronted 
last fall with serious price competi- 
tion from foreign manufacturers of 
electric lamps, the leading American 
manufacturers, after stressing the 
patriotic appeal for several months, 
have learned, apparently, that not 
only is the pocketbook the most sen- 
sitive part of the consumer’s ana- 
tomy but that the emphasis on 
American manufacture also tends to 
benefit American competitors who 
manufacture lamps at or near the 
foreign price levels. 


Hygrade-Sylvania Corporation has 
discontinued its campaign urging the 
purchase of American goods for 
reasons of thrift, as well as patriot- 
ism, and when the advertising is re- 
sumed will doubtless follow the ex- 
ample of Westinghouse and General 
Electric. The latter two companies 
embarked on new campaigns this 
month to illustrate and dramatize 
the waste in current that results 
from the use of inferior lamps. 

The Westinghouse Lamp Com- 
pany, using black and white pages in 
the Saturday Evening Post every 
other week, is creating a sinister 
personality for the cheap lamp, 
tagging it “Mr. Liar Lamp.” The 
first advertisement of the series said 
in part: 

“Ladies and Gentlemen meet Mr. 
Liar Lamp. Promises to save you 
pennies—steals a dollar. 


How He Got Name 


“Who is Mr. Liar Lamp? He’s the 
cheap, inferior lamp that, under a 
dozen different disguises, a dozen 
different names, always shouts this 
same old refrain, ‘I’m cheaper. I’m 
cheaper. Save money on me.’ 

“How did Mr. Liar Lamp get his 
name? Because he always promises 
to save you money but he picks your 
pocket just the same. And he does 
it so slickly that you never know 
he has done it—until you see your 
lighting bill.” 

Mr. Liar Lamp has been created 
in the flesh by the agency, Fuller & 
Smith & Ross, Inc., which made his 


head of a lamp, his arms and legs 
of wire and dressed him up in a 
wing collar and bow tie. Photo- 
graphs in various poses and settings 
are used for realistic illustrations. 
He will be snapped at work in va- 
rious dishonest occupations, such as 
running a shell game. 

The current advertisement of the 
General Electric Company, prepared 
by Batten, Barton, Durstine & Os- 
born, Inc., is illustrated with a leak- 
ing package of sugar, and declares 
in the headline, “If you lighted your 
kitchen with sugar, you would stop 
this waste immediately.” 

“And yet your kitchen may be 
lighted by a worn-out, obsolete or 
poorly constructed lamp that is wast- 
ing electricity every moment it 
burns,” the advertisement continues. 
“Poor lamps use the same amount 
of current as good lamps but they 
give less light. In other words, if 
you use poor lamps, you pay for 
light you do not get.” 


McConnell Back at Desk 

John J. McConnell has returned to 
his duties as vice-president and 
manager of the Chicago office of J. P. 
McKinney & Son, newspaper repre 
sentatives, after recovering from an 
illness which sent him to Florida a 
year ago. 


Starts Brewery 


The Bismarck Brewing Company 
has been incorporated in Illinois as 
a million-dollar enterprise by Wilbur 
Calhoun Smith, George J. Halligan, 
and Joseph J. Sullivan, Jr. The 
brewery is at 2726 Archer Ave., Chi: 
cago. 


Orr Switches Jobs 


G. V. Orr has resigned as vice 
president in charge of sales of Willys: 
Overland Company to become re 
gional manager in the Pacific coast 
territory for Plymouth Motor Cor 
poration. His headquarters are iD 
Los Angeles. 


To Promote State 


Business men of Ashland, Wis., are 
considering the formation of an or: 
ganization to advertise the northern 
tip of the state. H. R. Cady, secre 
tary of the local chamber of com: 
merce, K. K. Kaap and J. R. Hiestand 
are in charge. 


Moves Eastern Office 


New York advertising and editorial 
offices of The Billboard, Cincinnati, 
have been moved from 251 W. 42nd 
St. to Palace Theater Bldg., 1564 
Broadway. 
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}138,375 


1932 
June. 


June 24th, 1932, 


The following chart shows the month by month daily average net paid circulation of 
the St. Louis Star and Times, immediately prior to and following June 24th of last year. 


The significant fact revealed by these figures is the daily average gain for the past six 
months, as compared with the first three m onths average, when human curiosity might 


~CIRCUL 
SOLIDITY 


Unequaled in newspaper consolidations of recent years, is the record of the St. Louis 
Star and Times in holding ALL the circulation of The St. Louis Star and ALL the city and 
suburban circulation of The St, Louis Times not duplicated by The St. Louis Star* since 
The Star purchased The Times and began publication of the two newspapers as one on 


have been responsible for a portion of the circulation increase. 


July. Aug. Sept. 


Oct. 


1933 


TIO 


164,000 
163,000 


162,000 
161,000 


160,000 


159,000 


$58,000 


157,000 
156,000 


155,000 
154,000 


153,000 


3 Months Daily 
Net Paid Average 


152,000 


15 1,000 


161,105 


150,000 
149,000 
148,000 
14 7,000 
146,000 
145,000 
144,000 
143,000 
142.000 
141,000 


140.000 
139,000 


ee | | 


ne 


6 Months Daily 
Net Paid Average 


162,037 


s 

Net paid daily average circulation 
of The: St. Louis Star from June | 
to June 23, Poe i first 
issue of the ST. LOUIS STAR 
TIMES was published on June 24.) 


AND , 


Zg 


*The St. Louis Newspaper Circulation Sur- 
vey, made by the American Association of 
Advertising Agencies prior to the purchase of 
The Times by The St. Louis Star, states that 
the quantity of Times city and suburban cir- 
culation not duplicated by The Star was 
22,361. A comparison of the total net paid 
circulation average of The St. Louis Star and 
Times in March, 1933 with the circulation of 
The St. Louis Star prior to the purchase of 
The Times in June, shows that this news- 
paper gained a circulation of 24,888. 


, 


Nov Dec Jan. Feby. Mor ' é 3 oo 
2 


The Highest Net Paid 
Daily Average Circula- 
tion for Any One Month 
in the History of the 
St. Louis Star and Times 


The consistent high circulation volume of the 
Star and Times during the past nine months was 
neither OBTAINED nor DISTURBED by cash con- 
tests and any other forced circulation building 


methods. 


The attainment in March of a new all time high 
daily average circulation for any one month in the 
history of this newspaper . . . climaxing a high level 
of circulation which fluctuated but slightly in the 
months preceding . . . reveals a CIRCULATION 
SOLIDITY impervious to competitive influences. 


ST.LOUIS STAR“dimes 


National Advertising Representative—-GEORGE A. McDEVITT CO. 


| 
cay ie 
PEPE f Aga 
aie ae 
oe: 
pone. ai 
kee 
arene 
ie ct, Me 
a 
* ee ; * 
eee 
iS 
He See 
Pe oe 
Brae ie al 
“aegis 
ee | : = 
q ere 
ee py 
ise oy * 
“ pe | 
ee RARE RE tema: Canc aE 3 
tings a =. Te a 
‘ions. ie EE REE. =. 
c i a, “we me nsiad a 
h as —— ee De. «ii A A Ge ee Oe = 
t the aos i | | OE COR LR EY EN Gs | 
~~ Sr (| a) 2 Ce 
, Os Se ee ee es ee - 
leak ae | ee ee s 
—_ 2 ) a wee bivcolnaiied oe 
your BET CREE KE meee CON ek a 
a _ es .. ant ve 
4 
y be ——i i _—- 
ee sn, ss. 
wast: Pe gre > ae 
inues. pm ma ella, mwa ak ae, 
they ot aes a _— 
WJ > a ered beret | 
y tor Seni COM ER WN. Sete ee eter. . 
‘TSO 2 “CN! eich Dulthe: ere: ea 
- i, SR comin. = 
ong > 2 Se ore pe 
oe. \ a: | 
— Va re eee unen 
ym an ; _ 
iia ie Renseitechsuiicied 
a a ee 2 
ols as —_—- a 
ois as Bei? 
. Th fase 
e Sie “a 
eae 
J 
3 vice 
Willys: ‘. ‘ 
ne re . 
> coast 
r Cor 
are ip 
ee 
2 { 
, O 
is., are : i 
an or 
orthern 
, secre 
f com: 
iestand 
, 
ice 
ditorial 
cinnati, 
yee ee : 
, 1564 
sinensis icant ala A aaa 
See Ree e at ce iS TEE ESTER OS RIE ROAR RATERS APS SA AMETSR CORE S R5 2 ROT RIEGEL ELLE OUI ESOC E I A ROL LLCS SEDER ITN ALAS SLO LOIRE SAS NN SERGE SE SALERRO ASS MORE BLESS 
aes ine ces ee Rc vn 8 Sm ats SMa eerie a Em as oot ie MRI od cya hn oc Ss reer ata take Mp AC ear ce Eee wae eo cleae 
er MI Ol enn eee ec rr Res rer tae saben Omen femme ber oie Beano op Rtg ota Se peri SUDY Dy ame og Wr, SSE pent ae oN US 
ie a ae Sean eta roe Fen y fa mae <7 ae seep 7 Jee. i. as er, Py Big i tis eae vid aa cee a i ieee Peon ee dag a ake  asabe Ss fe as Bes) rat si ere ea tae a oe 
tae aa eae J Cie BN ak al Si aa eae E es. per TL ee ree voi Geer se Lael «aL ig ee a OMEN cfd eae gs een pera Nam : Reser a Re aes? 
ales OR ge Sao Beats i ee aga nee Pee keen oa of ee ie ee, ae of oe ei a oe - Pres: Woon 2 tes ier ne bie Magica 5 ca ae ames ce 
Oe Ce ee ae | ae ie ge! a eT yhoot ah 


4 


ADVERTISING AGE 


' April 29, 1933 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered U. S. Patent Office 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago.... 


New York Office, 330 W. 42nd St.... 
G. D. CRAIN, Jr., 
KENNETH C. CRAIN, Vice-President 


President a Publisher 


..Tel. HAR. 7504 
Tel. BRyant 9-6432 


E. KEBBY, Secretary 


Advertising Representatives 


W. E. DUNSBY, Vice-President and Eastern Mgr., New York 


C. H. BOOTH, Chicago 


SIMPSON-REILLY, Russ Bldg., San Francisco, WALTER S. REILLY, Manager; 
Bendix Bldg., Los Angeles, GORDON SIMPSON, Manager 


S. R. BERNSTEIN, 


MURRAY E. CRAIN, Associate Editor 


Managing Editor 
HAROLD MONAHAN, Eastern Editor 


Correspondents in All Principal Cities 


Vol. 4, No. 17 


APRIL 29, 1933 


5 Cents a Copy, $1 a Year 


Advertising and Wages 


At first blush there is little appar- 
ent connection between the wages 
paid in an industry and its policy 
with reference to advertising. And 
yet practical experience is proving 
that there is such a relationship, and 
that advertising may yet come to be 
regarded as a social and economic 
contribution, as well as sales pro- 
motion for the individual company. 

In a certain industry where com- 
petition is unusually keen, and where 
large buyers have been able to de- 
press prices to a starvation point 
for the manufacturers, wages have 
dropped to such a level as hardly to 
supply ordinary subsistence. This is 
particularly true of women workers, 
many of whom are being paid at 
rates which would have been con- 
sidered low even in pre-war days. 

There are a few outstanding ex- 
ceptions to the general rule of no- 
profit, low-wage operations, however, 
and these exceptions are almost in- 
variably advertisers. Why? The 
explanation is simple: the advertiser 
has something to talk about, he of- 
fers special attractions in design or 
materials, and his wares are known 
to the trade and the public. Instead 
of having to compete merely on the 
basis of price, he has an acceptance 
which buyers recognize and are will- 
ing to pay for. 

Consequently he is able to pay his 
workers living wages, wages which 
enable them to buy the products of 
other manufacturers, and hence con- 
tribute to the support of the whole 
economic structure. His advertising, 


as part of his policy of producing a 
superior article and giving it ade. 
quate identification, is not only 
profitable to himself, but to his com- 
munity, to the industry and to the 
country. 

The reason the advertiser’s prod- 
uct is described as superior is that 
it seldom pays to advertise an or- 
dinary product which has no claim 
on the attention of the buyer inter- 
ested in quality. Hence the normal] 
preparation for advertising is the 
development of something different 
and better. That gives the manufac- 
turer a story which he can afford 
to advertise, and makes it profitable 
for him to present the facts to the 
public. 

Manufacturers who are suffering 
today from ruthless buying which 
demands rock-bottom prices, and 
which is strong enough to force 
profit for manufacturer and worker 
alike out of the product, might well 
ponder this situation. They cannot 
hope to overcome this difficulty if 
their goods are ordinary staples 
which anyone can make, but if they 
are better and more attractive; and 
are also known to the consuming 
public and to the merchants who dis- 
tribute them, the makers can demand 
and get prices which will yield a 
profit and permit a reasonable rate 
of wages to be paid to their em- 
ployes. 

From this standpoint, advertising 
may yet come to be regarded as a 
social duty, and the development of 
goods deserving advertising as an 
economic necessity. 


Federal Regulation of Advertising 


In a news release which appears 
on another page, the Advertising 
Review Committee, representing na- 
tional advertisers, agencies, publish- 
ers and broadcasters, states its posi- 
tion with reference to Federal reg- 
ulation of advertising under the food 
and drugs act as follows: 

“In accordance with the ideals on 
which the committee was based, it 
went on record as being in full sym- 
pathy, in principle, with the pro. 
posed legislation whereby a food or 
drug product would be declared mis- 
branded if falsely advertised so as 
to deceive or mislead the purchaser.” 

This statement is in general accord 
with the comments of Lee H. Bristol, 
chairman of the board of the A.N.A., 
as quoted in the April 22 issue of 
ADVERTISING AGE, in which he sug: 
gested the desirability of working 
with the Government in setting up 
regulations, so as to insure minimum 
disturbance of advertising opera- 
tions, instead of opposition which 
might result in hampering restric- 
tions. 

Obviously it would be better to have 


a good law, which would penalize 
fraudulent advertisers without re- 
stricting honest ones, instead of a law 
which would impose onerous regu- 
lations on all alike, and would in- 
terfere with the ordinary conduct of 
business. However, it seems too bad 
that advertising cannot clean its 
house without Federal assistance. 

The beginning of regulation of 
advertising through the authority of 
the food and drugs act may be the 
entering wedge which will result in 
all advertising activities ultimately 
being supervised and dictated to by 
bureaucratic authority. That is a 
picture which does not offer any at- 
tractions, and which may put such 
a brake on the creative forces of 
business expressed in advertising as 
seriously to cripple legitimate ac- 
tivities. 

In view of the small amount of 
questionable advertising published, 
inviting Federal intervention looks 
like using a shot-gun, instead of a 
swatter, as a means of eliminating 
house-flies. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 486. The Dellegram, April, 1933. 


This issue of the monthly house 
organ of Dell Publishing Company 
contains a very interesting and com- 
prehensive study of the readers of 
Modern Magazines, from the stand- 
point of “what she’s like—and what 
she buys.” Age, ownership of auto- 
mobiles and electrical appliances, 
and the brand of coffee, canned beans, 
breakfast food, and a host of other 
products bought, are represented. 
The figures are based on 1,269 ques- 
tionnaires returned by readers. 


No. 487. Wings to Words. 


Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 488. KSD, St. Louis. 


A folder of facts about KSD, 
owned and operated by St. Louis 
Post-Dispatch. Covers the station’s 
influence, circulation, mechanical 
facilities, merchandising service, and 
other features thoroughly. 


No. 475. From Van-Dweller to Com- 
muter. 


Humorously, but none the less 
pointedly, House Beautiful presents 
in this brochure a comparison of the 
city dweller who lives mostly in a 
moving van and the solid, substantial 
suburbanite whose major care is for 
his home, and who is therefore a par- 
ticularly good prospect for numerous 
commodities which have little if any 
appeal to the apartment dweller. 


No. 482. The Bar-Mor Display Cabi- 
nets. 


Descriptive material explaining the 
functions, operations, sizes, etc., of 
Bar-Mor display cabinets, unique 
devices in which actual merchandise 
may be displayed, as well as de- 
calcomania transfers and projections 
from standard lantern slides. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by ~ 4 Advertis- 
ing Carriers. 


No. 480. Metro-Gravure and Metro- 
Comics. 


Two companion publications of 
Metropolitan Sunday Newspapers, 
giving in minute detail all of the 
facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 
Sunday gravure advertising in the 
ten publications in the group, the 
other gives similar information on 
the comic supplement sections. 


A LOT OF PEOPLE THINK SO 


ascii SANTI 


Rural Course for 
Agencies Is Urged 


To the Editor: I have a sugges- 
tion that I hope can be gotten across 
to some of the advertising agencies. 

It is simply that practically none 
of the present day advertising gets 
down to the ground. It is too classy, 
assuming a prosperity that doesn’t 
exist and promising a speedy end to 
the depression—a sort of feeling that 
we should pay no attention at all to 
the depression. 

I believe it would do most agency 
men a lot of good to get out in the 
rural districts and completely absorb 
the conditions of agriculture, as 
agriculture is bound to be the first 
to make a come-back. There will 
probably be a building boom; build- 
ing materials ought to be in consid- 
erable demand, and also house furn- 
ishings, paint, fencing. 

I hope this is going to be true. It 
seems to me I see some indication 
of it and I believe that advertising 
will help things along. 

H. H. JoHNSON, 
Radio Station KMMJ, 
Clay Center, Neb. 


+ 7-9 

Too Many Glen Bucks 
To the Editor: Seemingly 
there are two Glen Bucks in 
the advertising field. It’s an 


exceptional coincidence because of 
the unusual spelling of the first 
name, which usually ends in two 
Ns. Won’t you please make it ap- 
parent that Glen Buck, president of 
the Glen Buck Company, Chicago, ig 
in no way connected with the 
Nebraska Farmer as indicated in 
your announcement of April 22? 

We have received several messages 
in this office asking for explanation 
—all of which goes to show that your 
good paper is carefully read. 

D. C. SAMER, 
The Glen Buck Company, Chicago. 


> -— = 


Comes to Bat For 


Life Insurance 

To the Editor: I was greatly sur- 
prised to notice what I took to be an 
unintentional misstatement in the 
column “Rough Proofs,” of your 
April 22 issue. This was the state- 
ment: “Neatest trick of the week: 


Advertising Financial Independence 
Week Through Life Insurance while 
still withholding loans and cash pay- 
ments on policies.” 

The author of this statement knew 


nothing of the facts surrounding the 


surrender and loan value suspensi 
which were not requested by lif 
companies but were forced upon al 
life companies by the insurance d 
partments of the several states. The 
moratoria immediately followed th 
bank suspensions. Life compani 
have been waging an _ unremitti 
campaign during the past few wee 
to have the moratoria lifted so tha 
at the present time the full lo 
value of life policies may be r 
ceived with little effort, providi 
the funds are to be used for nec 
sary expenses such as the paymen 
of taxes, hospital bills, etc. 

Further, the most fertile and safes 
source of investments for life insu 
ance companies is in loans to policy 
holders; in fact this is the one plac 
where 100 percent safety is assured 
Consequently, the moratoria hav 
done irreparable harm to life co 
panies insofar as investing funds 
concerned. 

Also, the special week was buil 
around the idea of securing financi 
independence, and it is evident t 
anyone that such a happy conditio 


| /f\ \ \\ 


April 


| 


| 


cannot be attained through constan Fam 


borrowing or surrendering of lif 
policies. During the past three yea 
the life companies in the Unit 
States have paid an average 

$6,000,000 daily to policyholders an 
beneficiaries. 
tion of the value of the protection 


Is not this an indica) gyey 


life insurance? Car- 
J. RUSSELL TOWNSEND, JR., 0: 
Life Underwriter, Indianapolis, Ind. 8 ; 
vvy pur 

Another Candidate for 
Oldest Coupon Honor’ ~ 
To the Editor: Mr. Miller of th i 


Capper Publications sent me a cop 
of your April 1 issue, in which me 
tion is made of a return from a ver’ 
old advertisement. 

We have just received a copy of a 
advertisement which must have bee! 
inserted in American Exporter ov 


K 


30 years ago, as it carries a Norri edite 


town, Pa., address, where this bus 


ness originally started. We have bee only 


in Dixon since 1903, and prior 
that time were located in Readin 
Pa., for two years. 


your 
taste 


The copy came from Victoria, Au§ MOV 


tralia, and is in perfect conditio 


We have received numerous retur stan 

dating several years back, but Ger 

feel that this one undoubtedly 44 aytc 

serves the prize. howl 

E. K. Orrt, evi 

Clipper Manufacturing Company, . 
Dixon, Ill. 
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We know plenty 


f 89% Prospects 
for New Automobiles 


Families reading The Country Gentleman own nearly one-twelfth of all the auto- 
mobiles in this country. They drive their 1,750,000 cars harder and farther 


than most families, because they need a car in all their activities. Above 


indica] average in needs and above average in buying power, The Country Gentleman 
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car-owners offer an above-average replacement market to manufacturers who 


go after their business in 1933. Even in 1932, these Country Gentleman families 


purchased more than 150,000 automobiles. 


ps prospects for new automobiles. Swre 
prospects for automotive accessories. Dur- 
ing 1933, Country Gentleman families will buy 
almost 3,000,000 tires, nearly 900,000,000 gal- 
lons of gasoline, and about 110,000,000 quarts 
of oil—just for their automobiles. 


Knowledge of The Country Gentleman’s 
editorial content reveals plainly that it appeals 
only to the intelligent, alert men, women and 
young people—the sort who set the pace, 
tastes and standards of the circles in which they 
move. First in their communities to under- 
stand and appreciate new things, Country 
Gentleman families are known to possess 
automobiles and other labor- and time-saving 
devices to an extent far greater than average. 

The automobile has meant much to them— 
and they have meant much to the automobile, 
for with their votes and dollars they have 


ceaselessly supported the road-building pro- 
grams upon which the growth of the automo- 
bile industry has depended. 

Forty per cent of national retail sales through 
automotive outlets are made in places under 
10,000 in which Country Gentleman families 


Make Your ADVERTISING BALANCE WITH 
Sates OpporTUNITY 


PLACES 10,000 AND OVER 


PLACES UNDER 10,000 


NATIONAL RETAIL PURCHASES 


MAGAZINE A 


be COUNTRY GENTLEMAN 


I The COUNTRY GENTLEMAN pl 


H 
: 
HA. B.C. Ggures. More detailed analysis raises this figure to 80° 


are so influential. Above all, The Country 
Gentleman Market is a Primary Automotive 
Market. It represents more automotive pros- 
pects per thousand readers than any other 
publication of large circulation. 

Heaping up your advertising indiscrimin- 
ately against good and poor prospects alike in 
congested cities will not influence this Country 
Gentleman market—86% car-owning, 70% 
home-owning. 

Make your advertising thoroughly national 
by including The Country Gentleman. Full pages 
every month cost only 344 cents (4-color pages, 
41 cents) per-family per year. 


If your product is one 
that most families can use or enjoy, 
The Country Gentleman should be one 
of the first three magazines in your 


THE 


advertising plan. 


= Mn A 
CounTRY GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 
Key to 40% of National Sales Potential 


THE CURTIS PUBLISHING COMPANY 
Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 
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REO 10 SCOOP 
INDUSTRY WITH 
‘SELF - SHIFTER’ 


Newspaper Copy to Announce 
New Feature 


Lansing, Mich., April 27.—With a 
dramatic presentation that promises 
to give the industry plenty to think 
about, Reo Motor Car Company will 
announce in newspapers throughout 
the country, starting early next 
week, “the most revolutionary im- 
provement since the self-starter’— 
the “Self-Shifter,” an automobile 
without a gear shift lever, “a car 
that shifts for itself!” 


Copy, which will be staggered to 
appear as dealers receive cars, will 
vividly portray the leverless feature 
by means of a picture looking down 
onto the front seat and floorboard 
of an automobile with a circle de- 
scribing the place usually occupied 
by the shift lever, and the words, 
“no gear shift lever,” arrowed to the 
point. 


Initial space will range between 
630 and 840 lines. First insertions 
will carry the local distributor’s 
name and address. 

While newspapers will be used to 
launch the campaign, magazines 
probably will be added later, and 
radio, it is understood, may find a 
place in the picture before the drive 


is fully under way. Maxon, Inc., 
Detroit, is in charge. 
Under the heading, “Simplicity 


Itself,” operation of the astounding 
new device will be described thus: 

“You don’t shift gears! You sim- 
ply move a control on the dash— 
step on the accelerator—and glide 
away.” 


Claim Many Advantages nd 


The car’s motion will be limned 
as swift and silent—‘unbelievably 
smooth.” “There is no waiting for 
the ‘feel’ of the gears,” copy will em- 
phasize, “—no jerking—no lurching.” 

The simple operation of the Self- 
Shifter, according to its sponsor’s 
claims, will banish traffic fear and 
enable “even the less experienced” 
to drive with new and undreamed-of 
ease and poise. 

A second caption, “Hands Free for 
the Wheel,” will set forth other con- 
veniences in this manner: 

“You get in and out of your car 
with a freedom heretofore unknown 
—because there is no gear shift lever 
to stumble over and take up valuable 
room. 

“You can’t stall or strain your 
engine by improper shifting—because 
the action is automatic. You are 
spared the tedious bother of forever 
working the clutch in traffic. You 
needn’t be tugging at a shifting lever 
when your hands are needed on the 
wheel. Shifting takes care of itself.” 

The invention, according to Reo, 
is the work of H. T. Thomas, chief 
engineer, and his assistants. Ex- 
clusiveness of the feature will be 
emphasized in first advertisements 
by liberal use of the term “patented,” 


MAKING IT EASIER FOR THE DRIVER 


RN LRA OER NESS IM KOE DM ERNMENT ERIN 


Introductory newspaper copy for the Reo “self-shifter" makes its 


point with 


e aid of this illustration. 


and admonitions such as “it is in no 
sense to be confused with any other 
so-called ‘automatic’ driving device 
now on the market.” 


Others May Follow 


Most of the other motor car manu- 
facturers, it is known, have been ex- 
perimenting during the past few 
years with ways and means of elim- 
inating the gear shift. One of the 
“big three” low-price car companies 
was reported last fall to be ready 
to bring out a “leverless” model, and 
failure of that manufacturer to carry 
out understood plans was widely 
commented upon by the industry. 
Whether Reo’s action will “force the 
issue” when new models are gen- 
erraly introduced next season, is fur- 
nishing the trade press with ample 
food for conjectures. 

Publicity preceding Reo’s sched- 
uled formal announcement spoke of 
a “mystery car” being developed by 
that concern, and foretold the intro- 
duction “within 30 days” of a new 
development “variously known by 
the natives as ‘the car without a 
gear shift lever,’ the ‘self-shifter,’ 
and the ‘automatic gear shifter.’” 

Press releases called attention to 
the tendency in recent years towards 
“multiplication of the driver’s prob 
lems,”—the “galaxy of buttons and 
gadgets—mostly tricks to lure his in 
terest, but actually devices that 
added to his confusion;” and con- 
trasted with these, the new “mystery 
development” that would be “sim- 
plicity itself.” But details were 
“closely guarded.” 


Dealers Are Ready 


Dealers, armed with plenty of fac- 
tory literature, already are rehears- 
ing their new sales arguments, tell- 
ing each other how grand it will be 
for the driver to slide across the 
seat to the curb side of the car, in- 
stead of stepping off from the left 
into seething traffic, and how get- 
ting in and out of the car will be 
as simple as parking oneself on the 
family davenport; how elimination 
of the shift lever will eradicate the 
pesky necessity to crowd and strain 
to make room for the driver to shift 
gears when three ride in the front 
seat, and how there no longer will 


AN INVITATION TO 4 PUBLISHERS 


Publishers requiring Midwest representation, but who, 
never-the-less, are anxious to reduce the overhead on 
sales, are asked to consider the following: 


Three thoroughly experienced publication men have 
organized a unit for representing non-competitive 
publications on a commission basis—giving a wider, 
more diversified and vigorous type of representation 
than to be had by an exclusive representative. 

They can stand any sort of investigation; know all 
branches of publishing—editorial, circulation, print- 
ing, trade and general; have excellent agency con- 
tacts; are diplomatic and aggressive. Correspondence 
invited, either direct or indirect. 

Address Box 321 
care of Advertising Age, Chicago 


be any excuse for bruising knees and 
shins or soiling the girl friend’s hose 
on oily levers. 

Body lines on the new models will 
remain basically the same as at pres- 
ent, with only a few refinements, 
made possible by the changed en- 
gineering construction. 

The Self-Shifter will come as 
standard equipment on _ Royale 
Eight models, but an extra charge 
of $85 will be made for its installa- 
tion on the Flying Cloud Sixes. 


Sears Switches Ager 


W. D. Ager of the New York of- 
fice of Sears, Roebuck & Co. has been 
appointed merchandising manager of 
Feibleman’s, New Orleans Sears unit, 
succeeding Eli Shapiro, who has 
been transferred to Chicago head- 
quarters. 


Launch Coal Agency 


A cooperative sales agency modeled 
after Appalachian Coals, Inc., is bee 
ing organized in Birmingham, Ala., 
by southeastern coal _ operators. 
Henry T. DeBardeleben, president, 
DeBardeleben Coal Company, Bir- 
mingham, is the guiding spirit. 


Whittemore in New Post 


Edwin C. Whittemore, formerly of 
Kelly and Whittemore, Boston, pub- 
lishers’ representatives, has joined 
Draper-Maynard Company, Plymouth, 
N. H., as associate sales manager. 
He will also have charge of adver- 
tising. 


Keller Assumes New Duties 


George R. Keller, for 23 years with 
Ockford Printing Company, and a 
former president of United Typoth- 
etae of America, has been appointed 
manager of the Detroit territory for 
American Typefounders Company. 


To Hold Annual Meeting 


The Advertising Club of Minne- 
apolis will hold its annual meeting 
May 2. Walter S. Norton of Norton 
& Peel, commercial photographers, 
has been nominated for the presi- 
dency. 


Moves Publication 


Editorial and advertising depart- 
ments of Metals and Alloys, pub- 
lished by Chemical Catalog Com- 
pany, will be moved from Pittsburgh 
to 330 W. 42nd St., New York, ef- 
fective May 1. 


Malott Has New Post 


Harvey R. Malott, formerly Chi- 
cago representative for ‘Associated 
Newspaper Color, has joined Verree 
& Conklin, Inc., newspaper represen- 
tative, in charge of the San Fran- 
cisco office. 


Has Unique Post 


B. M. Ikert, formerly with Motor 
Maintenance and other automotive 
publications, has joined Joseph Wei- 
denhoff, Inc., Chicago, maker of shop 
equipment for battery and electrical 
service, as technical editor. 


Woods Joins Daily 


George W. Woods has been named 
advertising manager of South St. 
Paul, Minn., Daily Reporter. 


L & N RATE CUT 
BOOSTS TRAFFIC 


St. Louis, Mo., April 27.—The new 
low rates for passenger’ service 
adopted by Louisville & Nashville 
railroad have resulted in a 100 per 
cent increase in the revenue from 
this service during the period from 
April 7 to April 21, as compared with 
last year, G. E. Herring, division 
passenger agent, told ADVERTISING 
AGE this week. “The result thus far 
is very gratifying,” Mr. Herring said. 

The increased patronage has been 
especially noticeable in smaller 
tewns, according to Mr. Herring, who 
said that after the reduced rates had 
been in effect two weeks the railroad 
found it necessary to put on eight ad- 
ditional trains. These are on the 
shorter lines which act as feeders to 
the main lines. 

As reported in the April 1 issue of 
ADVERTISING AGE, the new rate of two 
cents a mile in coaches and three 
cents in parlor and sleeping cars, 
without surcharge, was inaugurated 
April 1 for a six-month trial period, 
and was featured in daily and weekly 
newspapers throughout the territory 
served, as well as in spot announce- 
ments over five radio stations. 

On April 18 the two-cent rate was 
extended to cover round trip tickets 
for users of parlor and sleeping car 
accommodations, and the _ require- 
ment of five adult first class tickets 
for carrying two persons and an 
automobile has also been reduced to 
four adult first class tickets. 


Aimed at Motorists 


The latter reduction is another 

move in the railroad’s fight to re- 
cover much travel business which has 
been lost to tourists. Under the new 
regulations for carrying automobiles, 
the car is shipped by fast freight a 
day or two ahead of the passengers, 
and is awaiting them on their ar- 
rival. 
L.. This is especially useful in pro- 
moting travel to New Orleans and 
the gulf coast over the company’s 
lines by vacationers. 

As one result of the L & N experi- 
ment, the Baltimore and Ohio rail- 
road this week secured permission 
of the Interstate Commerce Commis- 
sion to reduce its coach rates to two 
cents a mile and its Pullman rates 
to three cents a mile on trains be- 
tween Cincinnati and Louisville and 
St. Louis, to meet L & N competition. 


Co-operative Auto 
Supply Chain Planned 


Independent Certified Stores Serv- 
ice Corporation has been organized 
in New York to act as organizer of 
voluntary chains for automotive 
wholesalers. Offices are at 1819 
Broadway, New York. 

A. Lusher, for 30 years connected 
with the auto accessory business, is 
general manager. The advertising 
division is in charge of J. Oliver 
Emerson, formerly vice-president of 
Elliott Service Company-Underwood 
& Underwood, and before that adver- 
tising agent of the New York, New 
Haven & Hartford Railroad. 


Picks Tyson-Rumrill 


Monroe Refrigeration and Engi- 
neering Company, Lockport, N. Y., 
beverage coolers, milk coolers and 
refrigeration equipment, has ap- 
pointed Tyson-Rumrill, Associated, 
Rochester, N. Y., a branch of O. S. 
Tyson and Company, Inc., New York. 


Wayne Has Agency 


Advertising of Wayne Services, 
Inc., Detroit, window display service, 
has been placed with C. F. McIntyre 
and Associates, Detroit. Business 
papers and newspapers will be used. 


White Star Appoints 


White Star Refining Company, 
Detroit, has placed its account with 
Batten, Barton, Durstine & Osborn, 
Inc., New York. 


Names Critchfield 


Char-Tex Company, Minneapolis, 
has placed its account with Critch- 
field & Co., Minneapolis. Newspapers 
and radio are being used. 


Population of 
Farms Reaches 


Highest Peak 


Washington, D. C., April 27~ 
Movement of disillusioned city dwel}. 
ers to farms quickened in 1932, while 
the farmer, more contented with his 
lot, decided to tarry, the Departmen 
of Agriculture reports. The result 
is that farm population has reached 
32,242,000, the largest in the history 
of the United States. 

This figure is of January 1, 1933) 
That for January 1, 1932, was 31, 
241,000, the net gain of farm popula. 
tion being upward of 1,000,000 during 
the year. 4 

During the ten years 1920-1929, 
exchange of population by cities and 
farms ran into millions each year, 
the average movement toward cities 
being 1,944,000 per year. 

This figure diminished somewhat 
in 1932, but no less than 1,011,000 
persons left farms for towns and 
cities. The exodus from city to farm 
was even more marked, 1,544,000 de 
ciding to return to the soil. In only 
one section of the country, the moun. 
tain division, did more persons leave 
than entered farms. 

The south Atlantic division now 
boasts the country’s largest farm 
population, 6,212,000. The west south 
central division has 5,682,000 and the 
east south central, 5,472,000. 


Gutenberg Press to 
Be at World’s Fair 


One of the features of the graphic 
arts exhibit at the Century of Prog: 
ress in Chicago this summer will be 
the original Gutenberg press, to be 
brought over from Germany and set 
up in working condition. 

In contrast to this primitive print 
ing process, visitors to the fair will 
be able to watch the actual publish- 
ing detail of a modern newspaper, 
as well as production of modern 
books and color work. 


Gibson Is Officer 
of “Western Brewer” 


Don R. Gibson has resigned as 
vice-president of Industrial Publica- 
tions, Inc., Chicago, to become vice 
president of H. S. Rich & Co., Chi: 
cago, publishers of Western Brewer. 
The history of this paper dates back 
to pre-prohibition days. 

Mr. Gibson is widely known among 
advertisers, particularly in the in. 
dustrial field, which he has served 
for many years. 


Louisiana Meeting 

Col. R. R. McCormick, publisher, 
Chicago Tribune, Frederick E. Mur- 
phy, publisher, Minneapolis Tribune, 
and Harry B. Rutledge, executive sec- 
retary of National Editorial Associ- 
ation, will be the principal speakers 
at the annual meeting of Louisiana 
Press Association, to be held at 
Monroe, May 19-21. 


Atwood Takes New Post 


Frank R. Atwood, formerly man- 
ager of the Chicago branch of Inter- 
type Corporation, has been appointed 
special representative in the north- 
west for Century-Standard-Vincent 
Edwards advertising services, as well 
as for Vincent Edwards Institute of 
Advertising. His headquarters will 
be in Minneapolis. 


Cuts School Rates 


The one-time rate for school ad- 
vertising in American Magazine will 
be cut from $7 to $6 per line, and 
the 12-time rate from $6 to $5, effec- 
tive with the July, 1933, issue. Sim- 
ilar cuts in the camp rate have also 
been made. 


Texas Press Meet 


John Benson, president, A. A. A. A., 
and A. F. Baumgartner, president, 
Thompson-Koch Company, Cincin- 
nati, will be among the speakers at 
the annual meeting of Texas Press 
Association, to be held at Houston, 
June 7-10. 


Name Hanff-Metzger 


Craddock-Terry Company, Lynch: 
burg, Va., has appointed Hanff-Metz- 


ger, Inc., New York, for Natural 
Bridge, Billiken and Bob Smart 
shoes. 
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ADVERTISING AGE 


COUNCIL HEARS 
OF NEW STUDY 
OF NEWSPAPERS 


Four A’s Committee Completes 
Laborious Task 


Chicago, April 27.—The Western 
Council, American Association of 
Advertising Agencies, held its annual 
meeting today, electing a number of 
new directors and hearing a presen- 
tation of the new Four A study, 
“Market and Newspaper Statistics— 
108 Cities.” 

This pretentious volume is_ the 
work of the committee on newspa- 
pers, of which J. J. Hartigan, Camp- 


vell-Ewald Company, Detroit, is 
chairman. In Mr. Hartigan’s ab- 
sence, the statistical compilation 


was introduced by E. Ross Gamble, 
Erwin-Wasey & Co., Chicago. 

The new book makes avaiiable un- 
der one cover all of the information 
which has been printed in various 
reference works, plus some informa- 
tion gathered by the newspaper com- 
mittee. The result will be made 
available to anyone who desires it, 
the tentative price being $20. Now 
that the first issue is off the press, 
it is planned to keep the figures up- 


to-date with revised volumes every 
six months. 
The introduction explains that 


“the purpose is to make more readily 
accessible and usable certain selected 
information regarding markets and 
newspapers in cities of over 100,000 
population.” 


Inclusive Data 


The data is intended to aid media 
buyers in determining the following: 

1. Size and character of markets 
as indicated by population, English- 
reading families and income tax re- 
turns. 

2. Cost of reaching these markets 
with newspapers, including compari- 
sons between markets. 

3. Differential between local and 
national rates. 

4. Amount of circulations obtained 
through inducements to readers. 

Inducements to carriers and other 
newspaper employes were not con- 
sidered and only A. B. C. newspapers 
were included in the analysis. For 
the sake of uniformity, A. B. C. re- 
ports for twelve-month periods end- 
ing on or before June 30, 1932, were 
used. 

The 272 daily newspapers for 
which figures are given have an ag- 
gregate circulation of 26,433,379, of 
which 17,644,905 is city. The aver- 
age local rate for 20,000 lines is re 
ported as $39.26; average milline 
rate, $1.49. The average local rate 
for 50,000 lines is put at $36.55 and 
the milline rate, $1.38. 


Study Sunday Papers 


The 134 Sunday newspapers stud- 
ied have a circulation of 20,932,592, 
of which 10,229,260 is city. The av- 
erage local rate for 20,000 lines is 
$24.76 and milline rate, $1.18. The 
figures for 50,000 lines are $22.93 and 
$1.10. 

These figures have never before 
been available. 

The average national rate for the 
dailies (20,000 lines) is $54.38 and 
the milline rate, $2.06. The average 
national rate for the Sunday papers 
(20,000 lines) is $37.05 and the mil- 
line rate, $1.77. 

The average national rate for 20,- 
000 lines in dailies is 38.5 per cent 
greater than the average local rate. 
The average national rate for 20,000 
lines in Sunday papers is 49.6 per 
cent above the local rate. 

The differential is larger for 50,000 
lines, being 47.6 per cent for dailies 
and 59.7 per cent for Sunday papers. 

The circulation obtained by prem- 
iums, contests and combination of- 
fers (to readers only) is placed at 
1,387,889, or 5.25 per cent of the 
total circulation of dailies. It is 
752,940 or 3.60 per cent of the Sun- 
day circulation. 

The Council elected the following 


directors for two-year terms: R. L. 
Hurst, Batten, Barton, Durstine & 
Osborne; C. D. Frey, Charles Daniel 
Frey Company; Merle Sidener, Sid- 
ener, Van Riper & Keeling, Indi- 
anapolis; M. J. Blair, J. Walter 
Thompson Company. 

Dwight Chapman, McJunkin Ad- 
vertising Company, was elected for 
one year. MHold-over directors are 
Chester Foust, Erwin, Wasey & Co.; 
and Maurice H. Needham, Needham, 
Louis & Brorby. 


Coffee on Air 


Suusman & Wormser, Inc., San 
Francisco, have launched a schedule 
of 39 broadcasts over KHJ, Los An- 
geles, key station of the Don Lee 
Broadcasting System, to feature S & 
W coffee. 


175 Cities Get 
Initial Copy on 
New Dodge Line 


Detroit, Mich., April 27.—Dodge 
Brothers Corporation this week an- 
nounced a “longer, larger, even more 
luxurious” line of motor cars, with 
115-inch wheelbase, to succeed the 
1933 series introduced at the Jan- 
uary automobile shows. The new 
offering includes six body types, and 
prices remain the same as before. 

Newspapers are receiving the bulk 
of announcement copy, with two re- 
leases going out to papers in 175 
key cities before the end of the 


month from Ruthrauff & Ryan, Inc., 
the Dodge agency, and a more ex- 
tensive newspaper schedule ready for 
May. 

Later during the “Big Spring 
Drive,” the regular magazine sched- 
ule, outlined in the Jan. 7 issue of 
ADVERTISING AGE, will be followed 
through, with the longer wheelbase 
car furnishing the source of new 
copy. 

An elaborate drive to the trade 
preceded the new car introduction, 
and the back cover of the next issue 
of Automobile Topics will carry the 
victorious announcement that 924 
dealers have been added to the Dodge 
organization during the past year. 

The new car will be featured as 
“the largest automobile at its price.” 


Hardware Papers Merge 


Hardware Age, published by Iron 
Age Publishing Company, New York, 
will absorb Good Hardware, pub- 
lished by the trade division of But- 
terick Publishing Company, follow- 
ing the May issue of the latter pub- 
lication. Hardware Age, the oldest 
hardware paper in the country, will 
continue to be issued bi-weekly. 
Good Hardware is a monthly publi- 
cation. 


Issues Index 


The Policyholders Service Bureau 
of Metropolitan Life Insurance Com- 
pany, New York, has issued a new 
Index of Economic Reports, listing 
the titles of over 500 reports and 
articles on business management, in- 
cluding merchandising, sales and ad- 
vertising. 


— don’t look at the 
picture yet. We want first 
to tell you about Mr. and 
Mrs. Ellery Kipper, in whose 


SHADOWS 


HAVE TEETH... 


beware their bite! 


and satisfied before a sale is a 
sale. 

Advertisers who speak only 
to Mrs. Kipper are doing at 


home the picture was taken. 

When the Kipper family 
needs drug or toilet supplies (or bicycle 
pumps or canary seed or other things 
sold in drug stores), Mrs. Kipper usual- 
ly does the buying. For Mr. Kipper is at 
his office all day; and the children, 
Launcelot Kipper, age 12, and Chastity 
Kipper, age 8, are at school. Thus, so 
far as Henry Saugerties, Ph.B., pro- 
prietor of the Saugerties Pharmacy, is 
concerned, the Kipper family consists 
of Mrs. Kipper alone. 

Many of Mrs. Kipper’s buying habits 
puzzle Mr. Saugerties. In toothbrush 
purchases, for example, Mrs. Kipper 
strikes Mr. Saugerties as a fickle, incon- 
stant woman. One day Mrs. Kipper may 


buy a Bicuspidor (Medium Bristles) or 


a Molarette—and a week later buy a 
Cockleburr or a Dentalaid. No sense to 
it. Why doesn’t she buy one brand and 
stick to it? 

Now look at the picture. It explains 
why Mr. Saugerties has been bothered. 


Since every member of the family has a 
different idea of which brand of tooth- 
brush is best, the toothbrush rack in the 
Kippers’ bathroom carries four different 
makes of brushes. (It really ought to 
carry two brushes for each member of 
the family; we'll speak to the Kippers 
about that the next time we see them.) 
So Mrs. Kipper, the Family Purchasing 
Agent, buys her own brand for herself, 
and then the three other favorite brands 
of the three other members of the family. 


Nothing peculiar about that, Mr. 
Saugerties. Every home is a Dental 
Democracy. Anyone who has (or used 
to have) a full set of molars is entitled 
to vote not only on the brand of brush 
but on the brand of toothpaste which is 
to anoint the brush. Even though Mrs. 
Kipper does all of the buying, she does 
only part of the deciding. In everything 
bought for family use, from soup to 
automobiles, two sexes must be shown 


most only half a job. That’s 

_ Why thoughtful advertisers 

are displaying their wares in the 

kind of magazine both sides of the 

family read. Redbook is that kind of 
magazine. 

Redbook is a woman’s magazine. It 
is also a man’s magazine. It is deliber- 
ately and consciously edited to please 
both sides of the family. Every thou- 
sand copies are read by 1480 women 


_ and 1420 men. And you pay 30% less 


to reach women plus men in Redbook 
than you pay to reach women alone 
through one-sex magazines. Even if you 
shut your eyes to the masculine circula- 
tion, you would still pay less to reach 
women alone in Redbook. 

Sell the family and you sell all. Use 
Redbook and save 30%. Redbook Maga- 
zine, 230 Park Avenue, New York City. 


REDBOOK 


MAGAZINE 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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agencies. In addition, 102 speeches 
and special presentations were made 
to specialized groups in the advertis- 
ing field and to business organiza- 
tions. There have also been 33 show- 
ings of the new slide film, “The 
Newspapers,” during the first six 
weeks of the fiscal year. 

The staff answered 5,500 calls for 
information, distributed 29,960 pieces 
of printed matter in the interests of 
newspaper advertising and issued 
17,575 pieces of mimeographed ma- 
terial for the information of mem- 
| bers. 


NEED FOR BETTER 
SALESMANSHIP BY 
NEWSPAPERS SEEN 


ALN. P, A. Bureau Reports 
on National Copy 


New York, April 27.—National ad- 
vertisers invested $160,000,000 in 
newspaper space last year, according 
to the 20th annual report of the Bu- 
reau of Advertising of the American 
Newspaper Publishers Association, 
which was read at the association’s 
convention Tuesday by William A. 
Thomson, director. 

The figure represents 46.6 per cent 
of the total advertising revenue of 
major media, the same proportion 
as the year before, compared to 47 
per cent in 1929 and 45 per cent in 
1930, according to the report. 

Summarizing the bureau’s work 
during the year, the report stated 
that staff representatives made more 
than 1,500 solicitations and contacts 
among advertisers and advertising 


Complete Wall Map 


The bureau has completed the 
Space Buyer’s Wall Map, showing 
the location of all daily newspapers 
in the United States and Canada 
and featuring cities where there are 
bureau members. The map will be 
distributed to leading agencies and 
national advertisers. 

“We believe that newspaper ad- 
vertising, which was the first to suf- 
fer through the depression, will be 
the first to show an increased vol- 
ume, when business returns to nor- 
mal,” the report said. 

“But, we also believe that com- 
petition from other mediums of ad- 
vertising will grow, that economy 
and proven results will be _ far 
greater factors with the national ad- 
vertiser in the future than ever be- 
fore and that every medium of ad- 


vertising must establish its claims 
for business on sound economic lines. 

“This will demand of newspapers 
a higher degree of efficiency in sales- 
manship. The competitive selling of 
advertising by individual newspapers 
will not meet the problem for the 
industry as a whole. Salesmanship 
that will prove the merits of the 
newspaper medium must be directed 
at the sources of advertising, which 
should be replenished by intelligent, 
constructive promotion if individual 
newspapers are to increase their 
flow of advertising revenues.” 

The report was signed in behalf 
of the committee in charge by Ed 
win S. Friendly, of the New York 
Sun, the chairman. 


Publishes Apology 


When the plan of Wadhams Oil 
Company, Milwaukee, to distribute 
“full speed ahead” stickers for use 
on automobile windshields ran afoul 
of a forgotten law prohibiting the ob- 
struction of vision, the company used 
large newspaper space to show a 
much mutilated reproduction of the 
sticker and to express its regrets to 
the public. 


I. Grollman Dies 


I. Grollman, vice-president of the 
Regensteiner Corporation, Chicago, 
printers and lithographers, died April 
24. He was 72 years old. 
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A monthly record of space and cost data on 
advertisers in the national advertising fields. 


HE absolute necessity of current 

data reaching subscribers promptly 
is recognized by the publishers of Na- 
tional Advertising Records. Our record 
of prompt publication of each monthly 
issue is the best evidence that we do 
successfully meet this primary requi- 
site. Though it has been an important 
factor in establishing the prestige Na- 
tional Advertising Records enjoys with 
the advertising profession, it is, how- 
ever, only one of the distinct advan- 
tages this service offers. 


Your inquiry will incur no obligation 
and will give us the pleasure of ac- 
quainting you more fully with National 
Advertising Records. 


All branches of the advertising profes- 
sion are represented in 
subscribers 
TISING RECORDS, which also includes 
a large number of leading national 
advertisers, 


the list of 


to NATIONAL ADVER- 


The “Sales-Assistance” these Records 


Publishers and Publisher's Representa- 


R m PPT ee TTL TET RTL Ore. % 

offer 18 far above their small cost... Advertising Agencies...................8 32% 
and if you are not among the sub- National Adwertiaers.........ccscessece 13% 
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the different features of the service, a 


number of which are sold separately. 


43 E. OHIO ST., CHICAGO 


The Advertising Record Company, Inc. 
853 BROADWAY, NEW YORK 
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TRADE MARK WORKS 


Detroit & Cleveland Navigation 
Company, after maintaining a re- 
clining frog on its letterheads and 
other company stationery for sev- 
eral years, has decided to put the 
amphibian to work in its advertising. 
Here he is, selling the company's 
services in current aoeapeper san 


Sutwn Editor 
Flaunts ‘A.B.C.’ 
And Is Jailed 


Chicago, April 27.—Officials of the 
Audit Bureau of Circulations heaved 
sighs of deep relief when they 
learned that one of their Cuban 
members had been able to prove that 
“A. B. C.” stands for the Chicago 
organization, as well as for a radical 
Cuban group fighting the regime of 
President Gerardo Machado. 

Alfred T. Quilez, editor of the Ha- 
vana weekly, Carteles, was arrested 
and thrown into gaol when his paper 
appeared carrying the likeness of a 
certificate awarded it by the A. B. C. 
Senor Quilez explained. but his 
statement was accepted with many 
reservations and a drumhead court- 
martial sentenced him to serve fif- 
teen days in prison and pay a fine 
of $50. 

Substantial citizens familiar with 
the publishing business and its ram- 
ifications intervened and the pub- 
lisher was released after serving less 
than twenty-four hours. 

Carteles joined the Audit Bureau 
of Circulations about a year ago. 
Executives expressed relief over the 
happy ending, pointing out that they 
ean ill afford to lose any of their 
members, by shooting or otherwise, 
during the present condition of busi- 
ness. 


New Florida Chain Tax 
Is Passed by Senate 


The Florida state senate has 
passed a bill establishing a gradu- 
ated tax on chain stores, ranging 
from $15 per year for chains of 15 
or less stores, to $600 each on those 
having more than 75 stores. The bill 
makes drastic increases in the tax 
over those imposed in the recent 
state law which was held unconsti- 
tutional by the United States Su- 
preme Court, and also allows cities 
and counties to levy taxes up to 50 
per cent of the state tax. 

The county provision which in- 
validated the previous law has been 
eliminated. 


Hall Gets Respro 


Advertising of Respro, Inc., Cran- 
ston, R. I., maker of Voltape, a new 
product for wrapping motor coils 
has been placed with J. C. Hall Com- 
pany, Providence, R. I. Business 
papers and direct mail will be used. 


To Advertice Hotel 


Magazines and newspapers will be 
used for Crawford House, Crawford 
Notch, White Mountains, New Hamp- 
shire, by Chambers & Wiswell, Inc., 
Boston. 


Public Inspects Plant 
The Commercial-Appeal, Memphis. 
Tenn., was host to the public April 
21 at a formal reception in its new 


REVIEW GROUP 
REVEALS STAND 
ON REGULATION 


Agrees to Proposed Federal 
Law ‘‘In Principle’ 


New York, April 25.—The Adver. 
tising Review Committee, at a meet.’ 
ing held here last week, went on 
record as being in full sympathy, in > 
principle, with the proposed legisla- 
tion whereby a food or drug product 
would be declared misbranded under 
the federal food and drugs act if 
falsely advertised so as to deceive or 
mislead the purchaser, with the 
understanding: 

That such amendment be drawn 
along simple and broad lines, per- 
mitting of a flexible interpretation; 
That the present liability for in- 
fraction under the law which at- 
taches to the vendor be retained 
without extending liability to a pub-— 
lisher or advertising agency in-) 
volved (to avoid penalizing parties 
not finally responsible nor always in’ 
full possession of the facts); 

That no form of government ap- 
proval of advertisements be required 
in advance of being published (to) 
avoid an impractical and impossible> 
burden upon the timely publication 
of advertising). 


No Product Seizure 


That violation of the amendment 
governing advertising should not in- 
cur the penalty of product seizure 
now imposed by the present act un- 
der section 10, where the product 
itself and its label comply with the 
law; 

That a constructive administration 
of the amendment be provided, which 
will discourage offenders without 
hampering or obstructing legitimate 
advertising and a reasonably per- 
suasive advertising appeal to the pub- 
lic. 

The Committee, which is a creation 
of the Association of National Ad- 
vertisers and the American Associa- 
tion of Advertising Agencies, and is 
composed of representatives of na- 


tional advertisers, agencies, publish-) 
ers and broadcasters, felt that such) 
an amendment to the food and drugs_ 
act would be in harmony with its) 
own organized purpose to make na- 
tional advertising a reliable servant! 
of the consumer. 


E. Katz Agency Issues 
Statistics on 954 Cities 


E. Katz Special Advertising 
Agency, 500 Fifth Ave., New York, 
has issued “Nine Hundred and Fifty- 
Four Cities,” an unusually interest- 
ing volume giving a summary of 
every usable set of census statistics 
for every city of 10,000 or more pop- 
ulation in the United States. 

Population and families, value and 
tenure of homes, retail and whole- 
sale sales, income tax returns, radio 
sets, electricity, are some of the items 
covered in the book, which can be 
had from the agency’s office. The 
price is $3. 


Animated Display 


Realigns Officers 


Animated Advertising Displays, 
Inc., Detroit, has announced the fol- 
lowing new set of officers: Gordon 
K. MacEdward, president and gen- 
eral manager; Eugene M. Zuber, 
vice-president; B. C. Schroeder, sec- 


retary, and O. H. Anderson, treas- 
urer. 
S. J. Hanick Company, Philadel- 


phia, has been appointed to represent 
Animated in eastern Pennsylvania, 
Delaware and New Jersey. 


Has Fashion Exhibit 


“Fortune Follows Fashion” is the 
title of a new exhibit now on view 
at the galleries of N. W. Ayer & Son, 
Philadelphia, which graphically por- 
trays the development of women’s 
fashions during the last 50 years and 
also traces the evolution of fashion 
advertising and of industry as it is 


plant. 


affected by fashions. 
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DIG FOR FACTS, 
NEEDHAM URGES 
BIG AUDIENCE 


Says Better Advertising Job 
Is Needed 


Chicago, April 27.—Arguing that 
not less skill in his chosen field, but 
a greater knowledge of the problems 
confronting advertisers and advertis- 
ing, is the crying need among crafts- 
men, Maurice H. Needham, presi- 
dent of Needham, Louis & Brorby, 
Chicago agency, delivered the ad- 
dress which opened the seventh an- 
nual exhibition of Chicago Fine 
Printing at the Newberry Library 
Tuesday night. 

Mr. Needham asserted that a bet- 
ter job must be done by all concerned 
with advertising. 


“If all of the people engaged in 
advertising understand the need for 
greater thoroughness—if all of the 
various divisions understand the 
basic problem more thoroughly—all 
of us will be safer, and more secure 
in our jobs, and the future of adver- 
tising will be assured,” he said. 

He described an experiment con- 
ducted by the Great Atlantic & 
Pacific Tea Company to determine 
what sales increase might result by 
using announcements dealing only 
with the name of a product and what 
from mentioning name plus price. 


Settles Debates? 


The average sales increase on 
eight products mentioned by name 
amounted to 29 per cent. The name 
plus price resulted in an increase of 
173 per cent. 

“T can recall literally hundreds of 
debates between advertisers and 
agencies,” commented Mr. Needham, 
“as to whether or not price should 
be mentioned in advertising. Here 
are facts—definite guidance in all 
situations where such a_ problem 
arises.” 

He referred to the Daniel Starch 
studies as another milestone on the 
path to scientific advertising. At 
the same time, he proved that the 
number of inquiries is not always an 
accurate index to the power of an 
advertisement. 

One advertisement of the Metropol- 
itan Life Insurance Company, pub- 
lished in publications of proved 
pulling power drew only 14 inquiries, 
compared to 59,000 from another. 

The advertisement which  dis- 
appointed said, “Most of the 5,000 
people who died last year from one 
form of cancer could have been saved 
if they had been warned in time of 
their impending danger and had 
acted without delay.” 

An investigation by Starch dis- 
closed that the cost of having this 
advertisement seen and _ partially 
read was only $0.0042 per person. It 
inspired not inquiries, but action. 
Many readers repaired to. their 
physicians for examinations. Many 
more applied for life insurance, 
partly because an examination is 
free under such circumstances. 


Specialists Needed 


Mr. Needham urged his audience 
to dig for the facts. Much of the 
work done in market research, he 
said, has been superficial, inaccurate 
and misleading. Market studies. he 
suggested, should be made by spe- 
cialists in that field. 

“I know one large company in 
Chicago which has no accurate fig- 
ures on who buys its products — 
young people, middle-aged people or 
cold people—men or women. Nor do 
they know why people buy its prod- 
ucts. Imagine how greatly the direct- 
ness and effectiveness of its advertis- 
ing could be improved if the manage- 
ment had these vital facts in its 
hands. 

“Market research may seem a long 
way from the Society of Typo- 
graphic Arts, but if more advertisers 
do not use sound market research, do 


where to market them and how to 
advertise them, all of us are going 
to suffer.” 

The advertising business, he as- 
serted, is sharing the revolution 
through which the world is passing. 
Alertness and the determination to 
do a thorough job are needed by 
every one connected with the field. 


C eatery Santee 


Takes on New Functions 


Century-Standard-Vincent Edwards, 
New York, and Dry Goods Economist, 
New York, have entered into an 
agreement whereby the various retail 
services which the publication has 
been supplying to dry goods, depart- 
ment and specialty stores, will here- 
after be supplied through Century- 
Standard. 


A. P. Restricts 
Broadcasting 


Of Dispatches 


New York, April 27.—Led by James 
G. Stahlman, publisher of the Nash- 
ville Banner, and president of the 
Southern Newspaper Publishers’ As- 
sociation, foes of the radio secured 
passage of resolutions by the Asso- 
ciated Press, sharply restricting 
broadcasting of news. 

The resolutions provide that no 
news distributed by the Associated 
Press shall be given to any radio 
chain; that no member shall broad- 
cast its local news or A. P. news, ex- 


cept brief bulletins at hours to be 
designated, and that those who avail 
themselves of this privilege shall pay 
for it. 

The temper of the meeting was 
further evidenced by a provision that 
funds received from broadcasting 
members shall be used to reduce the 
assessments of non-broadcasting 
newspapers. 

Roy W. Howard, of Scripps-How- 
ard Newspapers, who is general 
manager of the United Press, rival 
of the Associated Press, indicated 
that his organization would follow 
the lead of the A. P. 

One of the few defenders of broad- 
casting of news by radio stations 
turned up in the person of Adolph 
S. Ochs, publisher of the New York 
Times. Mr. Ochs expressed the be- 


lief that broadcasting of important 
news whets the appetite of the public 
for full details via the newspaper. 

Frank B. Noyes, of the Washing- 
ton Star, was re-elected president of 
the A. P. J. R. Youatt, treasurer, 
and Kent Cooper, secretary, were 
also carried over. 


Other Officers 


William J. Pape, Waterbury Re- 
publican, was elected first vice-presi- 
dent; William Randolph Hearst, Jr., 
second vice president, and Jackson 
S. Elliott, assistant secretary. 

The executive committee includes 
Mr. Noyes; Adolph S. Ochs, New 
York Times; Paul Patterson, Balti- 
more Sun; Robert McLean, Philadel- 
phia Bulletin, and Richard Hooker, 
Springfield Republican. 


be lavish buyers ! 


astonish you. 


not know what products to market, 


MINNEAPOLIS 


The complete story 


$1.70 -- THE LOWEST PAGE RATE 
PER THOUSAND 
TO REACH A MILLION WOMEN BUYERS 


These girls spent 


Write 


The Strongest Force In The World 
Makes This Girl Spend 


$35,000,000 


FOR BEAUTY ITEMS 
EVERY YEAR! 


HE craving for romance —the yearning to look”like, or be 

like, or feel like Constance Bennett or Joan Crawford—that’s 
the most compelling buying urge in the world, to the million 
women you'll find reading Fawcett Women’s (Group. 90% of 
them under 35; 81% of them wage-earners or wage-earners’ wives 
—they’re young women with money to spend. And they spend 
it lavishly—on their own looks and dress. 
419 million dollars on special, feminine items last year — $419 
apiece for things where romance or style made the sale. 
apiece for beauty items only—more than five times the estimated 
expenditures of the average woman, for cosmetics ! 


2c A YEAR--FOR $35 WORTH 
OF BUSINESS! 


Even if you used twelve full pages in this group, it would cost 
you but two cents, for each of these selected women—known to 
Each one is a potential customer — worth 
$35 to the beauty firm—$32 to you, if you manufacture hosiery 
—$19, if you sell lingerie (to name only a few items). 
today—let us tell you what this market of a million women can 
mean to you— whatever you sell. 


$35 


will 


FAWCETT PUBLICATIONS, Inc. 


CHICAGO 


NEW YORK 


LOS ANGELES 


SAN FRANCISCO 


_——__ Se 9 a 
ee nmr A aemmm mw a nS ae — — ~ ~ ~-— eee A ll lll LLL LLL = 
a | an | : 
| 
a } Ts 
: ss 
| \ 
: cae 
" ) a | : 
: ee 
| oitada | wie 
oot 
2 hs 
re * 
: 7 
Pe 
Sh ae 
} Soa 
aie A = a 
ae 
: 3 ye s 
Y - Ae 
eae 
ate “4 
Ree. 
la ar, 
; Bae: nm 
oe a feo Soe 
See oly 
Pena) eee.” Be: ae 
Te eh X a 
x aa Ne. lls Pes ree 
a ~ a ee Res Seis Nat 
P aus Bog 
y tues: sts 
deg oer pas oa 
-_ a as Saray: 
——— SS 
; > Z ty 
| , : « ; 
t } P Y% 
B.. od 4 
aie) % st P 
pe: yy W lp . Eo eae 
« 3 ey : * ee 
Rate ot tgs a * ‘a Be 
a er i " rie as, 7 ; Th ea 
. .\ oe eee a 
> sy See . — 7 
} | ont a s . 
i wy 3 se se: om * 
5 “ 2 4 % 
4 ; Pe ae “ed 4 m 
es | _ 7 | 
y q ‘ 4 ¥ > 1 yall 
. ‘hy tf x é, ae pe : “a ee a 
7 a  ¢ , ee a Se 
. ie COG 2a 
é ‘aan Teen ——- eg? 
' : jo . ; ear a 
’ ye Big eS © Ye ae rh 
Pt ye 2 RS > \s ages 
4 . ey, : —_ = sh 
ig 
sa ear E ae 
4 e. § e .. ee sae a . ie 
=BS ss a < : a 
Tea gee VS ih we. ss. 
Wo Ya oe 
- F oA ee eee 
3% 7 eo ea = A ig iis a 
1 f = : 
ek re ar - ‘ ; eRe 
we. i. oo 2 Sea 
Pe PR Pe aa 2st ee: 
ag | : I & 
4 ‘ 4 5 \ ™ i 2 J ge % ee i. 
‘ ; Sy ? ee - £ ‘ ris 
a ; < oS a a e «8 é 
& ; = == : 
—————— = — 3 ‘ bs 4 a ee im a a é aac % : 
VY . ) ag? yd . A é > 7 St greed SE ot i ; 
_ ~ Hee f lll . 3 Bye pace Ae steed See : A 
he iat. aA Se wewuancatee | as = Se ae” ee ; ‘ 
oo oe Se eo ¥ = a % 2. = ae ae . ae 
me apa. : | ce a & . ee 16S sage : 
a? “a % : d Be ee Green Pe hy ae mM 
“ex = cigs : 7 . il : ; : Pap gee) 4 by 2 Aggeaaatale ie a 
we % | oa 9 I ‘3 eS j ie i i? ; ; on 
im | » i. i \ Ss a: ee -_ 4 “ my ~ 
cian H ie ¢ H 5 a S sil . es: . 
‘ . it s > ¥: \ i a ; a saa ag oe 4 4 if 
H pre ! ' a ‘ ie y boat sis me 
“oe ie . H a : ee § a ae ; ' ay a Mave 
i : a if J e.g .  f i a Dit ea ae 
‘ . 2 — | i ye es ae hes 
sore | eee ‘i ry : = 7 a he ee 
= i 5° 4 ; : ; 4 7 oe _.. a re 
wil 4 | r : > —/; ree fe Ad. 
ileaaioail ne = & a . . f Es p. See rae 
' Their | 2 a > & tm ' ’ j * as : | ae a 
( ‘rue, LYWOOD -— Ff 
; PASSIONS | ' NOVELS} SI Be Loe > ; 
Tonjessions lm >, “one Novas Lh / i~ = i =e ; 
Ss | eC ‘” ai Ps: . ay 7 y >. a 
1O f, “S 7 2 , J 4. 2 a ’ ~~ - 
¢ ht oe soy a he - § ’ - 
> “wat” Ki? 
. ae ge : ( 
gs -™ C3 yi © 
. Sa ~ ea hy a 7") . 
“Nia Mad Bes pe, eg 
| & y | he f : I a 
| e Hi ine) en Fae ai _ 
' fom ¢ ? Ht 
Wy 
Pr pee es,” ee ee ec, A One re eee energetic ed ren ree 
Bet nS, Pe a aN ee ee Me ie eS ee le ee oa: ee a a as ee ic oh ae eee ee r5 ee te nee TS aemimeere eS) Woe gS steamer DEN DME Sh = 2 ogee CORE be i ae 
se eer cei ¢. 5 ae pane. ae PS A tl Does eee mee cake  ceeee eG ii ee. 8 0 IETS ar oe nae 
aaa aaa Rc io aD ot eee eee as ets et van pS en eareets<- :.  Saee grammars See ee ins 20. aia eee ao ‘he EAM ug) aay | Ue Rae 
7s bok aria ay 2 : iy See. eee ee ae Siig SN cy ape a we wulubearoras oa Re cu cau gy ees a. pee he ee Bera G25. de Se 
a aa pen | Pe Siete Rey gO Bae) mL ee eet By ti 1S eee Ra WE ret er cpa 2 a Lg. <a ee ar eweans | pare Li Sitel Poul Sek Ure eee re 


10 


ADVERTISING AGE 


April 29, 1933 


A.N.A.TO HOLD 
ONE-DAY MEET; 
FRILLS BARRED 


New York, April 27.—The Associa- 
tion of National Advertisers has an- 
nounced that it will hold a one-day 
executive conference in New York 
City on May 15, in place of the usual 
semi - annual three - day meeting. 
There will be no banquet or enter- 
tainment of any sort. Admittance 
will be limited to the membership 
only. In speaking of the conference. 
Stuart Peabody, the Borden Com- 
pany, and president of the A. N. A., 
said: 

“The reason for calling members 
into executive session is the belief 
that now is the time to come face 
to face with certain fundamenta) 
problems vital to all advertisers. 
Our time will be wholly taken up by 
a thorough discussion of how we, 
as national buyers of advertising, 
can make our advertising dollars go 
further and count for more in terms 
of net profit. 

“The meeting is to be a brass tacks 
business session by members and for 
members, with no speakers, no out- 
siders, no banquet, no entertainment, 
and no frills of any kind. The pro- 
gram will be such as to allow us to 
concentrate on three or four of the 
most important problems affecting 
our return on the dollars spent for 
advertising and selling. If it is im- 
possible to conclude the conference 
in one day we shall resume on the 
following day. 


Time for Analysis 


“Members of the Association of 
National Advertisers are manufac- 
turers, manufacturers who are ac- 
customed to employ advertising only 
as a tool of selling. These manufac- 


COLUMBIAN 


Ss 


Tue new Columbian Safeway 
Mailer—for photographic proofs, 
booklets, catalogs, reports, dum- 
mies, charts, flat paper samples— 
saves labor AND Postacz. 

It does away with heavy rein- 
forcement to prevent mangling in 
the mail. It is made of strong, 
Kraft Lined Board; pliable, yet 
you can hold a 3b. weight on 
one without having it sag and 
break. No stuffing, wrapping, ty- 
ing. Just slip the article in the 
Columbian Safeway Mailer like a 
papoose. 

Seven standard sizes take care 
of everything except bulk articles. 
Send the coupon below and we'll 
send you samples, prices, and the 
name of your nearest agent. 


COLUMBIAN SAFEWAY MAILER 
Unrrep States Envetope CoMPANY & 
Springfield, Mass. 

Gentlemen: Please send a sample of the 
Columbian Safeway Mailer, to take care of 
enclosure size__inches x____inches. - 
Name. 


HEARS REPORT 


A. W. Erickson, chairman of the 
board, McCann-Erickson, Inc., and 
member of the committee to which 
the Young report on agency com- 
pensation was presented this week. 


turers have been coldly looking into 
the functions of their businesses 
from every angle. Costs have been 
cut and waste in any department is 
inexcusable. Advertising is an ex- 
penditure. When that advertising 
becomes unprofitable it is eliminated. 
With signs of renewed business ac- 
tivity becoming evident, it is a fit- 
ting time to convene together, take 
stock of our mutual problems, make 
sure that everything possible is be- 
ing done to eliminate wasteful prac- 
tices and to determine among our- 
selves how we can make advertising 
serve us more profitably. 

“It is the belief of the officers and 
directors of this association that 
with economic conditions in such a 
serious state this is the time when 
we should come together in execu- 
tive session and crystallize our 
course of action by exchange of opin- 
ions at close range.” 


New York Council 
of Four A’s Elects 


Frederick C. Bruns, Federal Ad- 
vertising Agency; William J. Moll, 
Gardner Advertising Agency; E. O. 
Perrin, McCann-Erickson, and R. 
Van Buren, Ruthrauff & Ryan, were 
elected to the board of governors 
of the New York council of Amer- 
ican Association of Advertising 
Agencies at the annual meeting. 

Governors continuing in office are: 
Winthrop C. Hoyt, Charles W. Hoyt 
Company; Carleton L. Spier, Bat- 
ten, Barton, Durstine & Osborn, and 
Chester J. La Roche, Young & 
Rubicam. 


“she 


Enters Auto Business 

The House of David, well known 
religious group, has gone into the 
automobile business. A used car 
salesroom has been opened by the 
group in Detroit, and copy is being 
run in local dailies. 


Plan Beer Show 
The Milwaukee Turnverein will 
hold a beer exposition in its building 
June 3-10. Breweries and related or- 
ganizations throughout the country 
are being invited to have displays. 


Tubie Buys Patent 
Tubize Chatillon Corporation has 
acquired by outright purchase from 
New Jersey Zinc Company all of the 
Singmaster patents pertaining to the 
delustering of artificial silk or rayon 
by the use of pigments. 


Has New Art Director 

Paderewski, formerly an art di- 
rector at Parish-Burnham, has been 
named art director of Ralph Ros- 
siter, Inc., New York. 


Hodges Buys Space 
Frank A. Hodges, Jr., has been ap- 
pointed manager of the media and 
space department of Frank Presbrey 
Company, New York. 


Gets Monex Account 
Advertising of Monex money- 
changers has been placed with Rich- 
ardson, Alley & Richards Company, 
New York. 


CIRCULATION 
GUARANTEES 
ARE OPPOSED 


(Continued from Page 1) 


D. Barnum, Syracuse Post-Standard; 
Hilton U. Brown, Indianapolis 
News; F. J. Burd, Vancouver Daily 
Province; W. E. Macfarlane, Chicago 
Tribune, and Chas. H. Taylor, Bos- 
ton Globe. 

The carry-over directors are E. H. 
Butler, Buffalo Evening News; Harry 
Chandler, Los Angeles Times; John 
S. Parks, Fort Smith, Ark., Times- 
Record; Chas. A. Webb, Asheville, 
N. C., Citizen-Times, and S. R. 
Winch, Portland, Ore., Journal. 


Greater Interest in News 


At the opening session Tuesday, 
Jerome D. Barnum, Syracuse Post- 
Standard, reported that recent read- 
er-interest surveys had shown in- 
creasing interest in both local and 
national news, as opposed to comics 
and features. Others reported ex- 
periments indicating that circulation 
tended to drop off at an alarming 
rate when local news service was 
materially decreased. 

The reports of the committes on 
advertising agents, standard contract 
form and radio, submitted the fol- 
lowing day, are given in full else- 
where in this issue. 

The committee on the freedom of 
the press, of which Col. R. R. Me- 
Cormick, Chicago Tribune, is chair- 
man, reported that it had succeeded 
in eliminating from H. R. 4220 the 
clause that those who publish in- 
formation obtained from government 
employes to whom the information 
was given in confidence would be 
liable to prosecution. 

The committee on federal laws ad- 
vised that every effort was being 
made to eliminate those provisions 
of the securities bill which would 
restrict the use-ofsnewspapers to 
advertise securities sold in inter- 
state commerce on the grounds that 
if the government approves the sale 
of such securities, it should not re- 
strict proper advertising thereof. 

Representatives of the committee 
have also arranged to confer with 
officials of the Department of Agri- 
culture prior to the introduction of 
legislation to regulate food and drug 
advertising, the report stated. 


Oppose Flat Stereos 


The mechanical committee men- 
tioned the fact that a questionnaire 
to members brought out the informa- 
tion that they are almost unani- 
mously opposed to the use of flat 
stereotypes for advertising purposes. 
Subsequently, the American Associa- 
tion of Advertising Agencies re- 
quested members to substitute elec- 
tros and mats wherever possible. 

Opening the discussion of adver- 
tising topics Wednesday afternoon, 
Col. Robert R. McCormick, Chicago 
Tribune, termed high taxation a two- 
edged sword, which not only ab- 
sorbed the advertising funds* of es- 
tablished businesses but which 
tended to discourage the establish- 
ment of new enterprises which would 
develop new advertising accounts. 

During the comment preceding the 
adoption of the surprise resolution 
opposing circulation guarantees, it 
was pointed out that the use of the 
guarantee as a promotion device by 
even a few newspapers would tend 
to create a false idea of the degree 
of fluctuation common in newspap- 
per circulations and also place an 
unfair burden of expense upon com- 
petitive newspapers. The text of the 
resolution follows: 


Text of Resolution 


“Whereas, it is the purpose of the 
Audit Bureau Circulations whose op- 
erations are supported by a large 
majority of our members to certify 
to the circulation statements of its 
members, and, 

“Whereas, audited circulation 
statements as now made by news- 
papers were originated at the sug- 
gestion of advertisers and advertis- 
ing agents, and, 


“Whereas, it is impractical to 


maintain circulation in newspapers 
without fluctuations from day to day, 
and, 


“Whereas, the adjustment of rate 
charges in keeping with such fluctu- 
ations is impractical of operation, 
and, 


“Whereas, having these points in 
mind the Committee on Standard 
Advertising Contract included, among 
other things, the statement that our 
Committee had rejected in its en- 
tirety, the condition providing for 
‘terms of guarantee of circulation.’ 


“Therefore, be it resolved, thatethe 
A. N. P. A. not only give full en- 
dorsement to the action of the Com- 
mittee in having circulation guar- 
antees rejected from the Standard 
form, but that the A. N. P. A. strong- 
ly recommends to its members that 
they refuse to accept any advertising 
orders or contracts from agents or 
advertisers containing a guarantee 
of circulation.” 


RADIO LISTINGS 
ARE ADVERTISING. 
AN. P. ALIS TOLD 


New York, April 27.—Reporting 
on the attitude of newspaper pub- 
lishers with respect to the broadcast- 
ing of news by radio stations and 
chains, the committee on radio told 
the American Newspaper Publishers 
Association in convention this week 
that opinion divided them into two 
main classes. 


The first comprises those who be- 
lieve the broadcasting of news serves 
no particular public good and is seri- 
ously damaging the newspaper in- 
dustry. The second is composed of 
those who believe the public is en- 
titled to certain news bulletins by 
radio, and are not opposed to news 
broadcasting providing the bulletins 
are not broadrast prior to the pub- 
lication in newspapers and are of 
such nature as to whet the appetite 
of the listener for the amplified ac- 
count of the news to be found in the 
newspapers. 

This state of affairs, the commit- 
tee confessed, made it impossible to 
arrive at any one definite solution 
of news broadcasting which could 
be offered to the membership with 
assurance. 

“Therefore,” said the committee, 
“we earnestly recommend that pub- 
lishers look at the subject in its 
broadest aspects, and that they do 
not take drastic and precipitate ac- 
tion which might result in complicat- 
ing the situation. Many changes will 
undoubtedly take place in the broad- 
casting field in the coming year, and 
it is highly probable that some fun- 
damental changes will be made in 
the federal regulation of radio broad- 
casting.” 


Makes Recommendations 


The committee stated its intention 
of making certain recommendations 
later which would tend to improve 
the situation from the publishers’ 
standpoint until the trend of radio 
broadcasting is more definitely as- 
certained. Meanwhile, the commit- 
tee made the following recommenda- 
tions, which were adopted as a reso- 
lution by the membership: 

“That this association should pro- 
test against the selling or giving 
away of news in advance of publica- 
tion by national organizations inas- 
much as such news is gathered large- 
ly through the efforts of newspapers 
which pay a large part of the cost of 
its collection. The publishers have 
recognized property rights in such 
news and such rights should neither 
be destroyed nor injured. 

“That all news bulletins, in fair- 
ness to the newspapers, should be 
in the briefest form and prepared 
to whet the appetite of the listener 
for more news to be obtained through 
the newspaprs, and the credit for the 
broadcasting of national and inter- 
national news should be given to all 
newspapers of the United States and 
the message accompanying the broad- 
cast should state that it is done in 
the interest of the listening public 


and through the cooperation of alj 
newspapers. 


Urge Restrictions 


“That all newspapers which own, 
or are affiliated with broadcasting 
stations be requested and urged to 
limit news items classed as local 
news to bulletins of the briefest form 
in order that no newspaper, owning 
or affiliated with the broadcasting 
station, will broadcast to the detri- 
ment of non-affiliated newspapers 
within listening distance of the sta. 
tion. 

“That the committee proposed in 
the resolution adopted by the board 
of directors December 6 be continued 
in order to receive suggestions and 
complaints from publishers. 

“That the proprietary rights of a 
newspaper in the news which it 
gathers or for which it pays is one 
of its most valuable assets and, 
therefore, this asset should be pre 
served at all costs by legal action 
in cases of news piracy.” 


Urge Pay for Programs 


Much progress in eliminating the 
publication of radio programs as 
news has been made the past year, 
according to the committee. A num- 
ber of publishers have dropped the 
practice altogether while others have 
eliminated trade names and cut down 
the space. The resolution covering 
this matter, which was introduced 
by the committee and passed by the 
members, reads as follows: 

“Whereas the daily programs of 
radio broadcast stations offered to 
newspapers for publication as news 
really are nothing more or less than 
advertising and, 

“Whereas, there appears to be no 
sound reason for the treatment of 
such programs other than as adver- 
tising matter; 

“Therefore, be it resolved that it 
is the sense of this association that 
in the future newspapers should not 
publish such programs free of charge 
and should publish them, when of- 
fered, only as advertising matter, to 
be paid for as other advertising is 
paid for.” 


Moss Gets Four 


Samuel J. Friedman has joined 
Moss Associates, New York, in 
charge of the publicity department. 
Advertising of Silver Baths; Schain- 
ucks, men’s clothing chain; Raps 
laboratories and Silco Laborotories, 
has been placed with the agency. 


Re-Appoints Randall 


Akron Lamp and Manufacturing 
Company has again placed its ac- 
count with Fred M. Randall Agency, 
Detroit. Farm, rural and outdoor 
publications are being used. 


Kennedy Has Agency 
The account of Kennedy Mayon- 
naise Products, Inc., Minneapolis, has 
been placed with Greve Advertising 
Agency, St. Paul. 


Tish Picks Erwin, Wasey 

Tish, Inc., New York, manufac- 
turer of Tish tissue handkerchiefs, 
has appointed Erwin, Wasey & Co., 
New York. 


Schreier with Reese 
Harry R. Schreier, formerly with 
L. H. Hartman Company, has joined 
Thomas H. Reese & Co., New York, 
as account executive. 


Publisher Moves 
Conover-Mast Corporation, New 
York, publisher of Mill and Factory 
and Modern Brewery, has moved to 
larger quarters at 205 E. 42nd St. 


Gets Quality Biscuit 
The Milwaukee office of Needham, 
Louis and Brorby, Inc., has been 
named to handle advertising of Qual- 


“Digest” Gets Chapman 


Robert F. Chapman has been ap- 
pointed eastern advertising manager 
of Automobile Digest, Cincinnati, O. 


Chain Tax Defeated 


The Oklahoma senate in its clos- 
ing session defeated a drastic chain 
store tax which the house had 
passed over the governor’s veto. 
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HARD SELLING 
OF COPY KEEPS 
DEALERS HAPPY 


Ozite Sells Cushions for 
Use With Old Rugs 


Chicago, April 27.—Persistent mer- 
chandising of the company’s advertis- 
ing is given credit for the hearty co- 
operation afforded the Clinton Carpet 
Company by dealers despite the fact 
that their primary interests appear 
to be violated by current copy for 
Ozite Rug Cushions. 


“When Mrs. Smith decided to post- 
pone buying a new rug or carpet un- 
til next year,” explained Louis H. 
Regensburg, president of the com- 
pany, “she also postponed buying a 
cushion for that new rug. 

“She could afford te wait—but we 
couldn’t! So in making our 1933 
merchandising plans we were faced 
with the big problem of making Mrs. 
Smith buy an Ozite Rug Cushion 
this year—even if she had definitely 
decided not to buy a new rug.” 

Accordingly, the company decided 
that the quickest way to bring Mrs. 
Smith to see her floor covering dealer 
was to sell her on the economy of 
using Ozite Rug Cushions for old as 
well as new rugs. Advertising told 
women that these cushions would 
make old rugs feel luxuriously new, 
while adding years to their life. 


Hold Dealers’ Good Will 


“Observers have asked us,” con- 
tinued Mr. Regensburg, “if this em- 
phasis on the use of Ozite Rug 
Cushions for old rugs has not an- 
tagonized the dealer, since his pri- 
mary aim is to sell new rugs. 

“The answer is in the negative and 
the reason is our hard selling of our 
advertising. We have made it clear 
to dealers, both by personal contact 
and the written word, that our em- 
phasis on the use of Ozite for old 
rugs makes the best of a bad situa- 
tion by transforming what would be 
no sale into a profit on Ozite Cush- 
ions.” 

Retailers have been quick to rea- 
lize the opportunities held out to 
them by making a “leader” of Ozite. 
They have not only been glad to use 
mail enclosures featuring the use of 
Ozite for old rugs, but have engaged 
in considerable house-to-house can- 
vassing, using this idea as a door- 
opener. Once in the house, the clever 
dealer has been in a fine position to 
make sales of other house furnish- 
ings. 

Sale of Ozite Rug Cushions has 
also brought customers to rug and 
carpet departments. 


Brings In Shoppers 


“It is a well known fact,” said Mr. 
Regensburg, “that these departments 
are ‘shopped’ less than any part of 
the average store and anything that 
will remedy this situation is wel- 
comed by dealers. Many a visitor 
who had in mind only a purchase of 
Ozite Rug Cushions has been unable 
to resist the fine values in new rugs 
now on the market.” 

All of this hinges on the thorough- 
ness with which the Clinton Carpet 
Company is able to enthuse dealers 
over the merchandising program. 

Each Clinton salesman is taught 
that an essential part of his job is to 
show his advertising portfolio to 
every buyer, and tell him, in plain 
language that he can understand, 
what the advertising is designed to 
do and how the retailer can tie in 
with it. 

The company is a strong believer 
in selling its national advertising 
through the dealers’ own trade 
papers. It strives for a fresh view- 
point so that the story will always 
seem new. 

Consumer advertising is also sold 
to dealers by a broadside before 
every new campaign. Variety is the 
constant aim both of the company 
and Earle Ludgin, Inc., Ozite’s ad- 
vertising agency, in this direct mail 


presentation, as well as in the na- 
tional magazine and trade publica- 
tion advertising. 

All advertising in the fifteen na- 
tional magazines is keyed so that the 
company is able to keep a constant 
stream of inquiries flowing to local 
dealers. 

Mr. Regensburg has reached this 
interesting conclusion: 

“We believe that the actual dol- 
lars and cents invested in an adver- 
tising campaign means little to the 
average dealer. The trick, it seems 
to us, is to remind him in as many 
different ways and as often as pos- 
sible what and why you are advertis- 
ing. This has proved to be a sure 
way to enlist active dealer co-opera- 
tion in cashing in on consumer ad- 
vertising.” 


Has Filmosound 


Bell & Howell Company, Chicago, 
has announced a new unit for repro- 
ducing 16 mm. sound-on-film movies, 
the Filmosound. The device is said 
to be particularly adapted to adver- 
tising use, being light and portable. 


Majestic Gets Users 


to Help Salesmen 


Grigsby-Grunow Corporation, Chi- 
cago, is promoting a “friends of Ma- 
jestic” campaign to help dealers sell 
Majestic refrigerators. 

Under the plan, owners of Majestic 
refrigerators and radios are encour- 
aged to turn over to dealers the 
names of likely prospects. If a sale 
results the person providing the tip 
is rewarded with a gift of nationally 
advertised merchandise. 


Seek Summer Tourists 


Andrew J. Wentzel, vice-president 
of United States National Bank, Su- 
perior, Wis., has been named chair- 
man of an association of commerce 
committee to promote the advertis- 
ing and publicity of northern Wis- 
consin as an all-year playground. A 
fund of $100,000 is being sought. 


Majestic Gives Prizes 
Grigsby-Grunow Company, Chicago, 
maker of Majestic radios and refrig- 
erators, has launched a distributor 
salesmen’s contest in which over 
$3,000 in cash prizes will be awarded. 


New Device to 
Flash Posters 
In Miniature 


New York, April 26.—The Tel Ad 
Corporation, newly formed, will open 
offices here in the near future to op- 
erate a system of advertising by 
means of a new advertising machine 
which automatically exhibits a series 
of miniature posters. David S. Feins- 
wog is president, Thomas A. Jenkins, 
treasurer, and Moe Storch, secretary. 

Instead of buying space or show- 
ings outright, the advertisers who 
desire to avail themselves of the 
medium will be asked to join a spon- 
soring association participation en- 
titling the member not only to space 
but a voice in the management of 
the enterprise. 

Arrangements are being made to 
install the machines on steamships, 
in Pullman cars, soda fountains, 
lunch rooms, railroad stations, chain 
theater lobbies, all types of retail 


stores, filling stations, bank windows, 
etc. 

A feature of the operating plan is 
that retailers will be able to ex- 
change location rental for part-use of 
the machines installed on their 
premises. It is believed that the op- 
portunity to draw attention to spe- 
cials in this way will appeal to the 
retailers. 

The machines will be custom made 
for locations, so as to harmonize 
with the surroundings. Where de- 
sired, they will be sized to fit avail- 
able niches. 


Curb Distributors 


The common council of Englewood, 
N. J., has passed an ordinance mak- 
ing it illegal to throw advertising 
circulars into parked automobiles or 
to tuck them under the blades of 
windshield wipers. 


Gets Norfolk Account 


The account of Norfolk Paint and 
Varnish Company, Norfolk Downs, 
Mass., has been placed with Badger 
and Browning, Inc., Boston. 
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| at the Center of Population 


AKE any U. S. map. Put your finger on 
the center of population. Cincinnati is 
only a few miles from there . . . at the cross- 
roads of the country — East, West, North, 
South. By air from Cincinnati, Rapid can 
make twenty-four-hour delivery anywhere. By 
rail Rapid can make twenty-four-hour de- 


trotyping service. 


livery to three-fourths of the population. 


To the advantage of central location, Rapid 
adds a schedule of delivery that has never 


been approached in electrotyping. 


RAPID atoies 


The Largest Plate Makers in the World 


BRANCH OFFICES 
New York, Chicago, Philadelphia 


has a lot to do with Rapid’s SPEEDY Service 


Whether you have a thousand plates for a 
thousand newspapers or a single small electro, 
try Rapid. Closing dates are a nightmare to 
many production men. Rapid is geared to the 
so-called ‘unreasonable’ 
ern business. Get a new conception of elec- 


requirements of mod- 


Hundreds of the country’s leading concerns 


have challenged Rapid in just this way. They 
come to Rapid because of its speed. They stay 


with Rapid because of the quality. 


W. H. KAUFMANN, President 


CINCINNATI 
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Form Canvas Group 


Providence canvas and awning 
manufacturers have formed Rhode 
Island Canvas Manufacturers’ Asso- 
ciation. E. Jordan Connolly is presi- 
dent, George E. Hill, vice-president, 
and Frederick Bohl, secretary. 


Get Stone Account 


Advertising of Pipkorn Stone In- 
dustry, Milwaukee, architectural 
products, has been placed with 
Freeze-Vogel-Crawford, Inc., Milwau- 
kee. 


Plumbing Dealers were quick to 
realize the full significance of the re- 
turn of Beer and they have been 
profiting since April 7 on the sale 
and installation of beer dispensing 
equipment from the smallest washer 
to a complete bar installation. 

If you have beer dispensing equip- 
ment to sell, write for our latest 
study, “MARKETING BEER DISPENS- 
ING EQUIPMENT." 


DOMESTIC ENGINEERING 


Plumbing & Heating Contracting and Merchandising 
1900 PRAIRIE AVE., CHICAGO, ILL. 


FIRST NATIONAL 
COPY PLACED FOR 
‘INVADING’ BREW 


Chicago, April 28.—While beer 
copy addressed to consumers contin- 
ued to be conspicuous principally be- 
cause of its absence this week, pro- 
ducers of barrels, bottles, trucks, 
ccolers, and the multitude of other 
products which can be used in brew- 
eries and in the modern equivalent 
of the saloon, reported business con- 
tinuing brisk. 


As one result of their drive for 
the newly released business, the half 
dozen or more publications now serv- 
ing the brewing industry found 
themselves in the delightful position 
of being literally swamped with 
space orders, as well as orders for 
subscriptions. 

What is believed to be the first 
and only national beer copy to ap- 
pear thus far, with the possible ex- 
ception of that which appeared in 
the March issue of Vanity Fair, 
broke in the April 24 issue of Time, 
in which Rapken & Co., Ltd., used 
space to announce their appointment 
as exclusive United States distribu- 
tors for Lloyd’s Export Lager and 
“the famous Scotch Ale, XXX Stout 
and Pilsener of J. & R. Tennent, Ltd., 
Glasgow, Scotland.” 

Similar copy has appeared in dail- 
ies on the Pacific coast and in the 
New York Herald Tribune and New 


For over 22 years 


Baird's staff have been working with successful adver- 
tisers and over 40 Chicago agencies. A true value 
pricing policy, ample credit facilities, hand-set and 
monotype composing rooms with a capacity of 104 


ADVERTISING 
TYPOGRAPHY 
AND DESIGN 


Whitehall 4347 


compositors, guarantee the integrity of any Baird 
service promise. Most all needed type faces on our floor. 


a 
417 N. State Street, Chicago 


your daily newspaper. 


tion every week ! 


Don’t. Borrow—Read Your Own 
Copy of Advertising Age! 


Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 
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York Times of Monday. Emil Brisa- 
cher and Staff, San Francisco, is the 
agency. 

Fight Racketeers 


Cleveland breweries, which banded 
together in an agreement not to mar- 
ket their products until they were 
properly aged, this week organized 
the Cuyahoga County Brewers’ & 
Distributors’ Association to combat 
racketeering and illegal practices. 
They announced that their brew will 
be marketed next month. 

Three of the six brewers of that 
city announced the appointment of 
advertising agencies this week. The 
Forest City Brewing Company named 
Seaver, Brinkman & Gerstenberger; 
the account of Cleveland Sandusky 
Brewing Company went to Lang, 
Fisher & Kirk; and Ralph W. Sharpe, 
Inc., was named by Cleveland Home 
Brewing Company. 

While laws governing distribution 
and manufacture of beer continued 
to be ground out in bales by states, 
counties and municipalities, the most 
unusual provision was that adopted 
in Chicago, which requires the manu- 
facturer to have his name blown in 
the bottles or burned into the kegs 
containing his brew, and also re- 
quires the label to state the exact 
alcoholic content of the beverage, 
and the date it was brewed and put 
into the container. 

These provisions may have an im- 
portant effect upon the manufactur- 
ing processes of all brewers selling 
to Chicago outlets. 

In Iowa, merchants who find the 
new state law prohibiting the adver- 
tising of beer on the “outside” of 
places of business irksome, are cir- 
cumventing the provision by having 
huge “beer” signs painted on the 
inside of their display windows. 


Registrations 
of Motor Cars 
Reach New Low 


Washington, D. C.,. April 27.—For 
the second consecutive year, asharp 
dip in automobile registrations oc- 
curred in 1932, the Bureau of Pub- 
lic Roads, Department of Agricul- 
ture, reports. Though American 
motorists operated more than 24,136,- 
000 cars last year, this was 2,364,000 
fewer than were in use in 1929. 

Revenues received by states from 
registration fees and permits in 
1932 amounted to $23,567,000 less 
than the total for 1929 and were 
$20,000,000 below the 1931 figure. 

The first decrease ever shown in 
automobile registrations was in 
1931, when there was a decline of 
2.8 per cent from 1930. In 1932, the 
decrease from 1931 was 6.6 per cent. 

In 1931, ten states reported in- 
creases in registration, while last 
year only Connecticut and Washing- 
ton were in this charmed circle. 

The decrease affected all types of 
motor vehicles to about the same ex- 
tent, the decline for passenger cars, 
taxicabs and buses being 6.5 per cent 
and for motor trucks and road trac- 
tors, 6.7 per cent. 

In spite of these figures, some 
states with high registrations have 
experienced little change over the 
last three years. In New York, for 
instance, the 1929 registration was 
2,263,259, while in 1931 it was 2,241,- 
930. The decline in California has 
been less than 3,000 cars. 


Introduces New Device 


To Operate Auto Signs 


Autonator Laboratories, Inc., 8440 
South Chicago Ave., Chicago, has an- 
nounced a new device, the Autonator, 
which will furnish 110-volt alternat- 
ing current to operate neon signs on 
automobiles and other vehicles. 

The device can also be used to 
furnish current for operating public 
address systems and other electric 
appliances. 


Places Hotel Copy 


The new Hotel Hershey, owned 
and operated by the Hershey Estates, 
Hershey, Pa., will use space in 10 
newspapers, as well as in newspapers 
and on posters, throughout the spring 
and summer. Copy is placed by John 
P. Weidenhamer and Associates, Har- 
risburg, Pa. 


ADDED OBSTACLE 


THIS 
BELL WILL NOT 
RING WITHOUT 
INSERTING DIME 


COIN WILL NOT 

BE REFUNDED TO 

CANVASSERS OR 
PEDDLERS 


If this device, invented by Charles 
C. Radcliffe of Toledo, comes into 
general use it will make life much 
harder for the door-to-door can- 


vasser. A small hole bored in the 
door jamb enables a dime to fall 
into a chute inside the door, com- 
oy the circuit and allowing the 

ell to ring. When the house is 
empty a small plate is slipped over 
the device, thus preventing the de- 

positing of dimes uselessly. 


Céamaneiiten 
Adapts Ripley 
Idea to Foods 


New York, April 27.—Bulletins of 
the Ripley type, giving odd facts 
about grocery products, have created 
such a furore among chain stores that 
Cosmopolitan Magazine, originator 
of the idea, is said to be considering 
incorporating the cartoon into its 

“Do You ‘Know Your Groceries?” 
asks one bulletin, which, generously 
illustrated, explains that the sweet 
potato is not really a potato, but 
belongs to the morning glory fam- 
ily, and gives other bits of lore 
about foods. 

The bulletins are designed for win- 
dow displays, space being left at the 
bottom for “Today’s Specials.” The 
Great Atlantic & Pacific have requi- 
sitioned 2,750 copies; Kroger, 1,850, 
and other chains large numbers. 

A new bulletin will be _ issued 
monthly, and food manufacturers 
have been asked to contribute am- 
munition for the series. 

Malcolm Rollins, of the Cosmopol- 
itan staff, is credited with creation 
of the plan. 


Miller High Life 
Beer Invades Radio 


Miller High Life Beer, Milwaukee, 
has begun a weekly radio program 
over WGN, Chicago. <A _ feminine 
master of ceremonies is used to pre- 
sent the Miller High Life Girls. The 
program is confined to Chicago for 
the present. 

Zimmer-Keller, Inc., Detroit, has 
been appointed advertising counsel, 
opening a Milwaukee office to service 
the account. 


Lord & Thomas Get 


Palmer House Account 


Advertising of the Palmer House, 
big Chicago hostelry, has been placed 
with Lord & Thomas. 

The agency is preparing a cam- 
paign designed to capture the pa- 
tronage of visitors to A Century of 
Progress, opening June 1. 


“Tribune” to Print 
World Fair Edition 


The Chicago Tribune will celebrate 
the opening of A Century of Progress 
with a special world’s fair edition. 

Many of the exhibitors at the ex- 
position will be represented in the 
special edition, to appear June 4. 


Walker Agency Moves 


Walker Advertising Agency, San 
Francisco, has moved to larger quar- 


ters at 472 Russ Bldg. 


TRADE-MARKED 
LINE FIGURES 
IN BEST SELLER 


New York, April 27.—A novel trib- 
ute to the power of advertising has 
been discovered by International 
Nickel Company in “Ann Vickers,” 
current best-seller by Sinclair Lewis, 

Mr. Lewis’ heroine has a vision of 
the ideal kitchen: “A housewife’s 
dream of Paradise—linoleum floor, 
tiled walls in canary yellow, long 
gas range, coal stove with a hood, 
sink of Monel metal—” 

International Nickel is featuring 
Mr. Lewis’ unconscious bouquet in 
its 1933 portfolio, “as evidence of 
the extent to which Monel Metal has 
become accepted as the ultimate in 
desirable equipment.” 

Though until a few years ago In- 
ternational Nickel Company was 
known only in a limited circle as a 
producer of raw material, it scored 


a sensational success with the Monel — 


Metal sink, for which it developed — 


of trade, including department 
stores, plumbing 
plumbers, hardware jobbers, build- 
ers, electrical dealers and others. 


Offers Water Tank and Heater 


This year it is offering a Monel 
Metal hot water tank and heater, in- 
troducing old and new products in 
Collier’s, Good Housekeeping, House 
Beautiful, House & Garden, Ladies’ 
Home Journal, Nation’s Business, 
Saturday Evening Post and Time. 

Though this advertising is de- 
signed to sell the lines advertised, 
another major objective is to invest 
any product made of Monel Metal 
with such desirability that it will 
have an immediate market. This is 
in keeping with the company’s belief 
that Monel Metal has won such a 
following that no one dare predict 
how widely it will be adopted and 
used during the next few years nor 
in what products of home use. 


How Agencies 
Handle State 


Tax on Sales 


Chicago, April 27.—Chicago agen- 
cies are somewhat at sea on the 
application of the new Illinois sales 
tax. Some agencies are taking the 
position that art work, electrotypes 
and other production processes are! 
merely part of the service they ren- 
der, and are declining to pay any 
sales tax pending an official ruling. 

Lord & Thomas have adopted the 
policy of paying the tax on art work 
and electros produced for clients lo- 
cated in Illinois. This tax is passed 
on to the advertiser. 

The agency, however, is not pay- 
ing a sales tax on work done for 
clients in other states, arguing that 
this is interstate commerce on 
which the state has no power to levy 
a tax. 

Many Chicago retailers are issuing 
$1 tax tickets for which the cus- 
tomer pays three cents. The amount 
of the purchases is punched on the 
ticket as made, so that the buyer 
knows he is paying the exact tax 
imposed. 

This method, however, is proving 
somewhat unsatisfactory, since the 
shopper must have a different ticket! 
for each store with which he or she 
does business. 


Scrutchin Joins Toth 


Thomas Scrutchin, formerly with 
Critchfield & Co., Chicago, has joined 
R. S. Toth and Associates, Chicago, 
which recently announced its inten- 
tion of expanding its agency service 
to cover a still broader field. 


Philco Has New Model 


A new electric remote control ra- 
dio to sell for $65 has been an- 
nounced by Philco Radio and Tele 
vision Corporation, Philadelphia. 
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:|| “Advertising Age is not only 


=| Interesting, but Invaluable” 


Frank J. Reynolds, president of Albert Frank- 
Guenther Law, Inc., with headquarters in New York 
and offices in Boston, Chicago, Philadelphia, San Fran- 
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cisco, London and Berlin, is one of the outstanding 
men in the financial advertising field. Formerly presi- 
dent of Albert Frank & Co., he headed a merger of 
two of the leading agencies in this field, resulting in an 


organization of unusual strength and facilities. 


Mr. Reynolds has been a subscriber to Advertis- 
ing Age practically since its inception, and has fre- 
quently expressed his appreciation of the unique 
service which it renders to him as an executive inter- 


ested in important developments throughout the na- 
2 


tional advertising field. 
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41 ° . 
x that} It gives me pleasure to enclose my check covering the renewal 
of my subscription to Advertising Age. 
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= 4 "I find your publication not only interesting, but invaluable. 


ct tax It is informative, with excellent editorial content attractively 


roving: 


pe the presented. Every one identified with advertising should be a 


ticket! 


or she subscriber. 


h 
with “Permit me at this time to congratulate you on the important 


inten: service you are rendering the advertising fraternity. 
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Texaco Head Wields 
Pen in Oil Fight 

Taking up the editorial pen in his 
drive against “illegal producers and 
tax dodgers” in the petroleum indus- 
try, R. C. Holmes, president of the 
Texas Company, personally contrib- 
uted much of the editorial material 
in the March-April issue of “The 
Texaco Star,” which has just come 
out. 

Every phase of the executive's 
fight to end undesirable conditions 
in the industry is covered in the 
issue. 


Unusual Possibilities 
by 
Photo Litho Offset 
Reproductions 


BLACK or COLORS 
NO CUTS NO ENGRAVINGS 


Any Quantity 
One Hundred to Millions 


Photo Litho Offset Process Color 


Litho Gravure Work 

Illustrated Sheets Folders 

Pamphlets Catalogues 

Posters Displays 
Get Acquainted 


Write immediately for any desired in- 
formation or send rough sketch or 
Dummy for our Quotation. Mail Or- 
ders Receive Prompt Attention. 


PHOTO LITHO SERVICE, Inc. 


145 Hudson Street New York City 
Walker 5 3381-2-3 


Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


i er > ae ea 
I'VE FOUND 
THE BEST 

HOTEL VALUE 

IN NEW YORK 

CITY 


Just think ... a mod- 
ern, new hotel, in the 


/ heart of New York— 
=" 900 feet from Broad- 
| way on 45th Street. 

A roomand bath for one, 
$2.50; for two, $3.50. 


It's the 


\N\\ PICCADILLY 


45th STREET ond BROADWAY @ NEW YORK 
Willism Madiung, Mang. Dir. 


and Ollier Again" 


We LARGESY’ 
PHOTO-ENGRAVING 
ORGANIZATION 


as NG 


IN BLACK OR COLORS 


ENGRAVING COMPA 


817 W.WASHINGTON BOULEVARD 


snonte MONROE FO8O 


REVIEW YOUNG 
REPORT BEFORE 


PUBLIC RELEASE} 


Committee to Meet Again 
Next Week 


New York, April 27.—Following re- 
ceipt of the report on methods of 
agency compensation from James W. 
Young yesterday, the three members 
of the steering committee represent- 
ing the group of 15 advertisers, pub- 
lishers and agents sponsoring the 
study, announced that its contents 
would not be made public until the 
other members had an opportunity 
to discuss it. Copies of the report 
were mailed to members at once and 
the steering committee arranged to 
hold another meeting with Mr. 
Young within a week. 

Interviewed here today, Mr. Young 
said he had entirely completed his 
investigation and that henceforth he 
would be at the service of the com- 
mittee only to interpret the findings. 
If called upon to do so, he said, he 
would later act as the committee’s 
spokesman in informing the public 
as to the contents of the report. 

Although no time has been set for 
making the report public, and the 
assertion has been made by some of 
those concerned that it may never be 
published, the feeling has developed 
among members of the committee 
during the six months the study has 
been in progress that the secrecy 
necessary while the investigation 
was under way was in some respects 
unfortunate. 

Knowledge that the report might 
recommend radical changes in 
methods of agency compensation has 
operated to create unrest in adver- 
tising circles and a certain amount 
of friction between advertisers and 
agencies. Aware of this, the com- 
mittee now feels that the report 
should be given wide publicity as 
soon as a comprehensive statement 
covering its final form can be pre- 
pared. 


Facts Hard to Get 


While Mr. Young or the members 
of the committee have made no com- 
ment since the study began, it may 
be adduced from the calls for in- 
formation and assistance sent out 
that Mr. Young has found it difficult 
to collect factual data on certain im- 
portant phases of agency practice 
under investigation. If the commit- 
tee releases the report in the form 
of recommendations to the advertis- 
ing field, the lack of these facts may 
operate against the ready acceptance 
of the recommendations. 

Advertising executives for the 
most part have declined to hazard a 
guess as to the nature of the report, 
but L. B. Palmer, general manager 
of the American Newspaper Publish- 
ers Association, told members at 
their convention here this week to 
be prepared for a shock and hold 
themselves in readiness to execute 
some fast footwork. 

The steering committee of the 
group of advertisers, publishers and 
agencies sponsoring the Young study 
comprises A. W. Erickson, chairman 
of the board of McCann-Erickson, 
Inc.; E. R. Deupree, president of 
Procter & Gamble Company, Cincin- 
nati, and Lee W. Maxwell, president 
of the Crowell Publishing Company. 


Has Cook Book Tabloid 


Knoxville, Tenn., Journal issued 
its first annual cook book tabloid 
April 23. The “cook book” took the 
form of a 12-page tabloid section con- 
taining ‘“Knoxville’s favorite  rec- 
ipes.” 


York Tire Appoints 


York Tire and Rubber Company 
has placed its account with Phelps- 
Engel-Phelps, Inc., Chicago. 


Jonasson Appoints 
The account of Meyer Jonasson & 
Co., Pittsburgh, has been placed with 
Albert P. Hill Company of that city. 


FIRST COLOR COPY? 


The Choicest Product of the Browers Art 


Drink to thie joyous advent a 
beer of old, that always has been 
and is today, “The Choicest 

t of the Brewers Art.” 


C. W. Aubuchon, "St. Louis Star 

and Times,"" wonders whether or not 

this two-color page for Falstaff 

Brewing Corporation which ap- 

peared in the "Star's" April 6 issue, 

was the first newspaper color page 
on beer. 


‘Orphan Copy’ 
Is Sponsored 
By Engravers 


Chicago, April 27.—Collins, Miller 
& Hutchings, photo-engravers, have 
come to the aid of the legion of ad- 
vertising men whose pet piece of 
copy has never appeared in print, 
with the offer to set it, with appro- 
priate illustrations, and publish it in 
one or more advertising papers. 

The company, specializing in en- 
gravings for advertising purposes, 
has been impressed with the fact that 
every advertising man carries, either 
in his pocket or in his head, the best 
piece of copy he ever wrote. Usually 
this pet advertisement failed to find 
its way into print because it failed 
to meet the approval of some com: 
pany’s chairman of the board or con- 
flicted with the advertiser’s policy. 

Harry Collins decided that his 
most emphatic contribution to the 
advertising field would be to publish 
these orphans, so that their daddies 
could frame the printed advertise- 
ment and then go on about their 
business. 

The engraving house will bear all 
costs, but will content itself with a 
single line at the bottom: “Spon- 
sored by Collins, Miller & Hutchings, 
an engraving house which likes to 
do business with advertising men.” 


“Packaging Review” 
Started on Coast 


Packaging Review, a_ bi-monthly 
for users of packages and packaging 
services, will make its appearance in 
July. It will be published by: Charles 
G. Eckart Company, 703 Market St., 
San Francisco. Robert E. Wade, Jr., 
formerly with Western Advertising, 
is managing editor. 

Wandless-Moran Associates, 500 
Fifth Ave., New York, will represent 
the new publication on the Atlantic 
coast. Other representatives are Har- 
ley R. Mankin, Guarantee Title Bldg., 
Cleveland; Iver W. Lee, 122 E. 
Seventh St., Los Angeles, and Earl 
+ Kemp, Woodlark Bldg., Portland, 

re. 


Union Oil Breaks 


Campaign on Coast 


Union Oil Company, Los Angeles, 
is using full-page newspaper space 
and 24-sheet posters in a new cam- 
paign featuring its 76 gasoline. Copy 
asserts that four gasolines are 
blended to give the product non-pre- 
mium anti-knock leadership. 

Lord & Thomas, Los Angeles, is in 
charge. 


Start Vacation Drive 


Puget Sounders & British Colum- 
bians Associated, a community group 
formed to sponsor the northwest as 
a vacation spot, has begun its 1933 
campaign in California newspapers, 
featuring the familiar slogan, “See 
the Evergreen Playground.” A fund 
of $30,000, the same as last year, is 
available for the campaign, placed 


through Milne & Co., Seattle. 


STANDARD OIL 
WARNS AGAINST 
PRICE CUTTING 


Coast Copy Lays Down New 
Business Code 


San Francisco, Cal., April 26.— 
Asserting that “recovery of Ameri- 


||ecan business can be accomplished 


only by the elimination of the insane, 


|| price-cutting and profitless state of 


competition which prevails in prac- 
tically every line of selling,” Stand- 
ard Oil Company of California used 
large newspaper space this week to 
drive home to both public and com- 
petition that the corporation will not 
be a party to any price wars in the 
Pacific coast petroleum industry. 

Explaining the definite stand which 
the company has taken on the sub- 
ject, the copy asserts: 

“That it will continue the policy 
announced in 1930 of not selling to 
price cutters. 

“That it will not add to its present 
sales outlets either by construction 
of new stations (existing commit- 
ments excepted), or by attempting 
to acquire stations now supplied by 
its competitors. 

“That it will not attempt to in- 
crease its percentage of that business 
at the expense of competitors. 

“That its sales policy will be di- 
rected toward the retention and pro- 
tection of its present condition.” 


A Note of Warning 


“These sales policies will be con- 
tinued so long as competitive condi- 
tions make them possible, or until 
normal conditions return,” the copy 
adds, in a note of warning to com- 
petitors who may feel that the an- 
nounced policy will enable them to 
steal a march on Standard. 

The Standard announcement is 
looked upon here as a definite move 
to check price wars in the industry 
which have raged furiously for sev- 
eral years. 

In 1931, for example, hostilities 
got under way in March, resulting in 
so much bitterness and so many cas- 
ualties that all oil men hoped it had 
been a war to end war. 

In 1932 the skirmishing began 
earlier, but despite the fact that too 
much gasoline was being produced, 
and that there were just as many 
“bootleg” organizations as ever, the 
battle never reached serious propor- 
tions. The chief peace-inducing fac- 
tor undoubtedly was the third-grade, 
low price gasolines developed by the 
major oil companies. 

Although the industry has been 
more peaceful this year than last, 
consumption has gone steadily down- 
ward, while production has refused 
te follow, making a perfect setting 
for a price war. 

McCann-Erickson, San Francisco, 
is the Standard Oil agency. 


Sayres Back From East 


Ralph A. Sayres, formerly adver- 
tising manager of General Motors 
Export Company, has returned to the 
United States after a year spent in 
reorganizing the Associated Adver- 
tisers agency in Shanghai, China. He 
is making temporary headquarters 
with Grant & Wadsworth & Cas- 
mir, Inc., New York. 


Schilke Joins Agency 


Clarence F. Schilke has rejoined 
Freeze-Vogel-Crawford, Inc., Milwau- 
kee, as production manager, a posi- 
tion which he held for four years 
prior to 1931. 


Is Representative 


Roger A. Johnstone Company, San 
Francisco and Los Angeles, has 
been named to represent Gillette 
Publishing Company, Chicago, on the 
coast. 


Rehm Named Partner 


John H. Rehm, for six years ac- 
count executive with Paris & Peart, 
New York, has been named a partner 
in that agency. 


TS 


Western Offers 
Ilc for Soggy 
Tooth Brushes 


Chicago, April 27.—‘Eleven cents 
for old, soggy toothbrushes!” This 
is the sensational offer by which the 
Western Company, manufacturer of 
Dr. West’s Toothbrush, hopes to 
translate promises into action in cer. 
tain markets in which the test ig 
being made in newspaper copy. 

“Soggy toothbrushes cannot clean 
teeth,” said one of the advertise 
ments in this campaign. “Because of 
hard times, too many people go op 
using brushes that have become 
soggy, matted, worn-out—wneglecting 
their teeth! We're going to help get 
rid of the old brushes—by making 
this cash offer for them. Then we'l) 
make a big bonfire of the dangerous, 
soggy old brushes. 

“Today take your old toothbrushes 
to your nearest drug store.” 

A footnote suggests that “if you 
forget your old brush, just agree to 
destroy it when you get home and 
get your llc cash discount.” 

Dr. West is using a different type 
of promotion in Detroit, giving 40- 
cent theater tickets to the Fox The- 
ater with every purchase of a tooth- 
brush at 50 cents. Seventeen pieces 
of copy are being used, the cam- 
paign being launched with teasers. 

The company, the advertising as- 
serts, is prepared to give away 200,- 
000 theater tickets by May 11, when 
the offer expires. After the initial 
announcement, the offer was trans- 
ferred to the amusement pages. 

Bass-Luckoff, Inc., is in charge of 
the Detroit campaign, which is in 
the nature of a test, following Lis- 
terine’s invasion of the amusement 
field. 

Dr. West advertising, featuring the 
waterproofed brush, sealed in glass, 
is credited with having made the 
company the fastest-growing in its 
field. Kenneth Laird, advertising 
manager, was recently appointed 
vice-president by way of decoration 
for his services. Mitchell, Faust, 
Dickson & Wieland is the agency. 


Adcraft Club of 
Detroit Elects 
Five Directors 


Detroit, Mich., April 27.—Five new 
members were elected to the board of 
directors of the Adcraft Club of De- 
troit at its annual meeting. They 
are: Leo Fitzpatrick, vice-president 
and general manager, WJR, Inc.; C. 


‘W. Hungerford, advertising and news 


manager, Michigan Bell Telephone 
Company; J. J. Hartigan, vice-presi- 
dent and manager of publications, 
Campbell-Ewald Company; Gordon 
K. MacEdward, president and gen- 
eral manager, Animated Advertising 
Displays, Inc., and Thomas G. Wade, 
manager Detroit office, Curtis Pub- 
lishing Company. 

They will hold office for two years. 
Those who continue in office for an- 
other year, having been elected last 
year, are Walter Boynton, of Camp- 
bell-Ewald Company; Herbert Pont- 
ing, general manager, Detroit News; 
George M. Slocum, Detroit manager, 
Macfadden Publications, Inc., and 
Verne W. Tucker, manager of sales 
promotion and direct mail, Camp- 
bell-Ewald Company. 

At the first meeting of the new 
board, May 2, officers for the coming 
year will be elected. The organiza- 
tion’s by-laws were amended at the 
annual meeting to the effect that the 
president be elected for one year, 
instead of for two as in the past. 


Parkers Take New Posts 


Kenneth S. Parker has been named 
president of Parker Pen Company 
following retirement of his father 
from that post to become chairman 
of the company, a newly created post. 


Confectioners Meet 


The annual convention and exposi- 
tion of National Confectioners’ Asso- 
ciation will be held at the Hotel 
Sherman, Chicago, June 19-23. 
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FLEVEN ENTRIES 
PFT AWARDS FOR 
FINE PRINTING 


Chicago, April 27.—With 122 en- 
tries, the seventh annual exhibition 
of Chicago Fine Printing opened at 
the Newberry Library Tuesday night. 
The exhibit will be open daily, 
Sundays excepted, until June 30. The 
hours are 9 A. M. to 10 P. M. The 
sponsor is the Society of Typographic 
Arts. 

While every branch of advertising 
is represented, the exhibit empha- 
sizes that part of promotion usually 
grouped under the heading of direct 
mail. 

Eleven winners were announced: 

Announcements, Caxton Club. En- 
tered by R. R. Donnelley & Sons Com- 
pany. Design and typographic lay- 
out by W. A. Kittredge. Composition 
and printing by Donnelley. Type, 
April, Regular Bodoni; May, Four- 
nier Italic; November, Regular Bo- 
doni; January, Caxton Text and Cas- 
lon Italic; February, Plantin; March, 
Arrighi Italic. Paper, Worthy Signa- 
ture except for April, when Worthy 
Hand and Arrows was used. 


Wins in Folder Group 


Folder, designed by Norman Bel 
Geddes. Entered by Cramer-Krasselt 
Company. Design and typographic 
layout by Robert Evans. Composi- 
tion and printing by Cramer-Kras- 
selt. Engraving by Collins & Alexan- 
der. Type, Garamond and Futura. 
Paper, Cockatoo. 

Box design, “Merry Christmas,” for 
Johnston’s Chocolates. Entered by 
Burleigh- Withers-McCallum-Stearns- 
Jipson Company. Designed by Ernst 
Spuehler. 

Christmas Card, “And Consider.” 
Design, typographic layout, composi- 
tion and printing by J. M. Bundscho, 
Inc. Engraving by Rogers Engrav- 
ing Company. Type: Eve Light. 
Paper: Casinensis, Miliani, Italy. 

Stationery, The Fine Arts Guild. 
Entered by Neal B. Dunbar. Typo- 
graphic layout by W. Rodney Chirpe. 
Printed by George C. Domke. En- 
graving by Standard Engraving Com- 
pany. Type: Futura Medium. 

Folder and Label. Reproduction of 
Water Color Subject in Four Colors. 
Entered by R. R. Donnelley & Sons 
Company. Design and typographic 
layout by William K. Allen. Com- 
position, engraving and printing by 
Donnelley. Type: Cochin Title. Pa- 
per: Linweave Text. 

Magazine Advertisement, “Even 
the Chinese . . . ” Entered by Mills 
Novelty Company. Design, typo- 
graphic layout and illustrations by 
Paul Smith. Composition by Hayes- 
Lochner. Engraving by Collins & 
Alexander. Type: Girder. 


Other Awards 


Book, Fifteenth Century Books in 
Chicago, by Pierce Butler. Entered 
by R. R. Donnelley & Sons Company. 
Design and typographic layout by W. 
A. Kittredge and Ernst F. Detterer. 
Composition and printing by Donnel- 
ley. Type: Monotype Baskerville. 
Paper: Hazelbourn Ivory 100% Rag. 

Booklet. The Northern Trust Com- 
pany. Entered by W. Rodney Chirpe. 
Designed by P. Easton and W. Rod- 
ney Chirpe. Typographic layout by 
W. Rodney Chirpe. Photography by 
Hedrich-Blessing Studio. Decorations 
by W. Rodney Chirpe. Composition 
and printing by 20th Century Press. 
Engraving by Barnes-Crosby. Type: 
Caslon Monotype. Paper: Cover— 
Canson Ingres. 

Booklet. Catalogue of a Loan Ex- 
hibition—Twentieth Century Prints. 
Entered by R. R. Donnelley & Sons 
Company. Designed by W. A. Kitt- 
redge. Typographic layout by Pren- 
tiss Smith. Illustrations from prints. 
Composition, engravings and print- 
ing by Donnelley. Type: Baskerville. 
Paper: Courier Book. 

Catalog. LaSalle Catalog — 1933. 
Entered by Burleigh - Withers - Mc- 
Callum-Stearns-Jipson Company. De- 
sign and typographic layout by Ernst 
Spuehler. Illustrations by Carl Set- 
terberg. 


WIN PRIZES IN NEW YORK COMPETITION 


= 


Elda Montaldo, Peck Advertising Agency, third prize winner in the 

scholarship contest sponsored by Advertising Women of New York; 

Anne L. New, J. Walter Thompson Company, second prize winner; 

and Alice E. Welty, Sheldon, Morse, Hutchins & Easton, winner of 
the first prize. 


New York Girls 
Have Brains As 


Well As Beauty 


New York, April 27.—To convince 
those who still believe the canard 
that beauty and brains are incom- 
patible in the fair sex, Advertising 
Women of New York, Inc., points 
triumphantly to the winners of 
scholarships awarded the three best 
students of this year’s advertising 
class sponsored by the club. 

The awards took on added signifi- 
cance this year because of the fact 
that the majority in the class had 
had practical advertising experience. 
The three victors are all employed 
in agencies. 

Alice E. Welty, winner of the first 
prize, is an assistant in the copy and 
production department of Sheldon, 
Morse, Hutchins & Easton, advertis- 
ing and marketing counselors, where 
she is rounding out her fifth year in 
the business world. 

She spent three years as an as- 
sistant publicity director, dividing 
the time between Mount Holyoke 
College and a chemical company. A 
year and a half was employed in 
selling newspaper space, an occupa- 
tion more to her liking, as it brought 
her into contact with practical ad- 
vertising problems. 

Like Miss Welty, Anne L. New, 
winner of the second award, has her 
heart set on a senior copy desk. Miss 
New is a product of the University of 
South Carolina and first broke into 
print on the Carolina Free Press, a 
weekly published at Columbia, S. C. 

She made New York and the job 
of assistant to the managing editor 
of Pictorial Review in one big jump. 
A good deal of her work was accepted 
by the magazine during the two 
years she spent there. She left last 
fall to serve a copy apprenticeship 
at the J. Walter Thompson Company. 

“While my activities for the past 
four years have been confined to the 
media department of the Peck Ad- 
vertising Agency, it has always been 
my ambition to become a copy- 
writer,” said Elda Montaldo, winner 
of the third prize. 

“A great deal of my spare time has 
been spent training myself in that 
direction. Before attending the 
course sponsored by the Advertising 
Women of New York, I was a mem- 
ber of a class in copywriting at 
Columbia University.” 

“It is indeed thrilling to feel that 
my study has been rewarded with 
the scholarship, and, while I have 
not definitely decided, I believe I 
shall apply the prize on tuition for 
the advertising copy course at New 
York University.” 


Advertise Bars 


St. Louis Bar Fixture Company 
has placed its account with Jimm 
Daugherty, Inc., St. Louis. News- 
papers and direct mail are being 
used. 


Bawden Is Honored 


Albert R. Bawden, president of 
Bawden Bros., Davenport, Ia., adver- 
tising, engraving and printing serv- 
ice, has been named president of the 
local Rotary club. 


Joins Coast Agency 
Muriel Crothers has resigned as 
advertising manager of the Seattle 
Gas Company to join the Los Angeles 
office of J. Walter Thompson Com- 
pany. 


MAY GET THAT 
EXHIBIT YET 


Chicago, April 27.—With a number 
of leading advertising men working 
like Trojans, the Century of Prog- 
ress now reports an excellent chance 
that the $80,000 necessary to finance 
an advertising exhibit at the exposi- 
tion, opening June 1, will be forth- 
coming. 

Electrical Research Products, Inc., 
New York, has seized time by the 
horns and begun preliminary ar. 
rangements for production of “Golden 
Years of Progress,’ the motion pic- 
ture script written by Earnest Elmo 
Calkins, to dramatize the role played 
by advertising in contributing to 
human happiness. 

As soon as the word is flashed that 
the necessary funds have been 
pledged, actual shooting of the film 
will begin. 

The $25,000 contribution of the 
Crowell Publishing Company spurred 
the advertising fraternity to renewed 
efforts. This resulted in a pledge 
of $5,000 by the Chicago Daily News. 

Edgar Kobak, president of the Ad- 
vertising Federation of America; 
John Benson, president of the 
American Association of Advertising 
Agencies; P. A. Thomson, of West- 
ern Electric Company, and several 
others are burning the telegraph 
wires in an effort to gather the com- 
paratively few thousand dollars yet 
necessary to insure adequate repre- 
sentation for advertising at the Fair. 


Martin, Inc., Is 
Launched As New 
Detroit Agency 


Detroit, Mich., April 27.—Frank V. 
Martin, for many years head of the 
Detroit agency bearing his name, has 
announced the formation of a new 
advertising organization to be known 
as Martin, Inc. Offices will be in the 
Fox Theater Bldg. 

Officers of the new company will 
be Mr. Martin, president; Emmanuel 
G. Frank, vice president; Arthur G. 
Darmstader, treasurer and general 
manager, and L. Grant Hamilton, 
secretary. 

Mr. Frank, who will have charge 
of the creative and copy departments, 
has been associated for the last eight 
years with Fecheimer, Frank & 
Spedden as vice-president. Prior to 
that he was copy chief for Campbell- 
Ewald Company. Mr. Darmstader 
was associated for many years with 
the Cleveland Plain Dealer and later 
was advertising manager of the De- 
troit Times. Mr. Hamilton, who will 
be in charge of media and adminis- 
trative departments, has been con- 
nected for the last eight years with 
Austin F. Bement, Inc. 


To Name Committee 


Advertising Club of Los Angeles 
will elect a nominating committee 
May 2, preliminary to the annual 
—— of officers and directors May 


Moves Boston Office 


The Boston office of N. W. Ayer & 
Son, Inc., will be moved from 30 
State St. to the twelfth floor of the 
Statler Office Bldg. May 1. L. B. 
Slocum is manager. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


ADVERTISING SALESMAN—Ex- 
perienced in selling national and 
local advertising. Well known in 
middle west territory. Desire posi- 
tion with representative or on news- 


paper. Can furnish best of refer- 
ences. Box 323, ADVERTISING AGE, 
Chicago. 


A RARE COMBINATION —for 
business paper publisher, agency or 
manufacturer in or near New York. 
Produces layouts and copy for pub 
lication advertisements and _ sales- 
promotion literature. Experienced 
in market analysis methods, typog 
raphy, photography, photo-engraving 
and is fair artist. Opportunity first 
—then salary. Lee Porter, Box 322, 
ADVERTISING AGE, New York. 


YOUNG LADY, 26, nine years’ ex- 
perience, secretary to Production 
Manager, handled production depart- 
ment detail, mechanical billing. 
knowledge of traffic department and 
rate and media duties. Moderate 
salary. Box 325, ADVERTISING AGE, 
New York City. 


ADVERTISING AND NEWSPA- 
PER EXECUTIVE seeks affiliation 
as advertising, sales promotion man- 
ager or publisher’s or manufactur- 
er’s executive. Specialist in opening 


up new business. Ten years’ varied 
executive capacities. College grad- 
uate. Box 324, ADVERTISING AGE, 
New York City. 


YOUNG MAN experienced in ad- 
vertising research and routine agency 


work wants position with opportu- 
nity. Salary secondary. Four years 
4A agency — university trained. 


G. F. S., 7454 Paxton Ave., Chicago. 


Changes to Weekly 


The Medford, Ore., News, hitherto 
published as a daily, has now 
changed to a weekly, following ac- 
quisition of the property by the 
Daily News Publishing Company at 
a sheriff’s sale. Former owner 
Llewellyn A. Banks is awaiting trial 
for the murder of a Medford con- 
stable, and is also faced with nu- 
merous lawsuits, as a result of a 
vigorous political fight he waged 
through the paper. 


Mother of Ewalds Dies 
After 4-Week Illness 


Mrs. Theresa Ewald, mother of 
three advertising men—Henry T., 
president of Campbell-Ewald Com- 
pany; William R., Detroit manager 
for Lorenzen & Thompson, Inc., and 
Frederic A., Liberty Weekly, Inc.,— 
died at her home in Detroit April 
24, after an illness of four weeks. 


lowa Press Re-Elects 


Robert O’Brien, business manager, 
Council Bluffs Nonpareil, was re- 
elected president, and Dale Carroll, 
manager, Keokuk Gate City, was re- 
elected secretary-treasurer of, Iowa 
Daily Press Association at the an- 
nual meeting in Des Moines. John 
Huston, Ottumwa Courier, was elected 
to the board of directors. 
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distinguished by a color according gece sas $ 00 
to class and population; transporta- 2245" x 286%” 

tion systems and practical divisions Map Litho’d — 
for planning sales or delivery routes r id a Post 
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JOS. A.PETERS, Map Publisher, 4408. Dearborn St., Chicage 


SALES MANAGERS MAP OF 
CHICAGO MARKET AREA 


For: routing salesmen, setting sales quotas, planning cam- 
paigns in selected areas, checking dealer locations, etc. This 
new 10 COLOR MAP with Market Guide Book shows: com- 
mercial centers; communities classified in 8 groups—each 


MAP © GUIDE 
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Time: 6:30 A. M., oy | 


more than 600 men being 


messages. 


DIRECT TO 
THE HOME 


DISTRIBUTION—A ROMANCE 


Friday morning at our headquarters . . . 
ispatched to go out over 20 mile 
area... 40 tons of direct-to-the-home advertising material 
ready to be distributed in selected residental districts . . . 23 
autos and 5 trucks used to facilitate and inspect all work .. . 
noontime—switchboards buzz with more than 200 phoned re- 
ports . . . everything going smoothly. 4:30—men start returning 
to headquarters . . . by 5:30 all route reports are checked . . . 
the day's pay distributed—the day's work done—Over 500,000 
housewives have received and are reading the advertisers’ sales 
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Takemilip-| 


“Stop at the KNICKERBOCKER 
HOTEL when you arrive in 
New York City” a a | 


These friendly recommendations from 
satisfied guests are our best advertise- 
ment. We dosatisfy the most critical as to 
location, value and personalized service. 
Write for booklet and interesting 
guide to New York— FREE, 


HOTEL 


KNICKERBOCKER 


120 WEST 45ch ST. - TIMES SQUARE - NEW YORK 
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DIRECT MAIL CAMPAIGN STIRS INTEREST DAIRY MAKES EFFECTIVE USE OF SPECTACULAR DISPLAY 
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3 Adohr Milk are era Los Angeles, finds this combination outdoor bulletin and neon spectacular a 
ee the corner of Wi 

Grigsby-Grunow Company, Chicago, is supplying dealers with this 
effective direct mail aid on Majestic refrigerators. Each of the 
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three pieces shown is a cut-out, designed to hold a booklet. The FOREIGN INVADER 
reverse contains an offer to supply "Mrs. Tom Thumb's Kitchen" free 
to those calling at the dealer's store. The "kitchen" is shown at the CROC ENN <A 
lower right. 6 MO ea 
Rapken & Co. £10. ent 
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ANNOUNCEMENT 


n | is 4 
Recovery of American business can be sccomplished only nge Wk 
by the elimination of the insane, price-cutting and proGieless state 
: ot competition which prevails in practically every line of selling. 


Because of reduced buying-power, and over production of com- 


pe dorama ot con —o sah daabapioes of nnounces ats Tune to thé concen when everybody is tired of heavy foods. You welcome 
ennatied ane tiation oan - of old, duplication and appointment the return of the birds, the grass and the early flowers of sammer. Just 
reduplication of marketing facilities, often in the very face of a ay Soeeaies the thought of gomething erisp and fresh makes you hungry. 

a. " UNITED STATES AGENT 
declining public demand for products. for So change to crispness. Let Kellogg's Corn Flakes—erisp and 

At the moment, America may be at the — In other words, the normal conditions under J] & R TENNENT Lid tempting — bring a refreshing touch to breakfast. 

threshold of recovery, at the beginning of the which new business can be deve! and new ° 
end of the depression. But recovery is im- a ae nai tae GLASGOW, SCOTLAND It has long been one of our greatest sources of satisfaction that 
SS eee Se ee eeecats Brewers of Kellogg’s Corn Flakes help so many thousands of women brighten 
tinge the unecnnomic practices which have taking old business from a competitor SCOTCH ALE the menu—at the same time, saving them work, trouble and cooking. 
contributed so much to lizaci hich 2 . + oe , 
=e Se XXX STOUT srs annetententetngn 


reduced salaries, added to unemployment, to of chaos, this Company has decided — 


: & ee Thoroughly cooked for you in modern plants at Battle Creek. Rich 
the general detriment of every man, woman ane " . 
and child it the country. _ Thetis will contione the policy announced PILSE ER in enorgy. Very easy to digest. Delicious with hot or cold milk. Extra 
‘These unfortunate conditions prevail no- high iy § stor : For 188 years the name of J & R Tannwanr, good with canned fruits or berries. 
where to a greater extent than in the oil in- ‘Thet i will nce odd to tee present sales py FE 
outlet either by construction of new stations Teanent’s Scotch Ale XXX Stout and Pils- 


For breakfast, lunch or for the children’s evening meal, Kellogg's nS. 
bring a refreshing flavor change. Oven-fresh in the red-and-green ~ 


ee salen 


OF BATTLE CREEK a 


In the face of continuing over production on {existing commitments excepted), or by 
the one hand and declining “demand on the tempting to acquire stations now supplied 
other hand, the Standard Oil Company of Cali- by its competitors. 
fornia has devermined that its marketing policy That it will not seek to increase its per- 
should be directed toward maintaining its pres centage of that business at the expense of 
ent percentage of business, rather than toward competitors. 
increasing ix. The Compaoy realizes thet the = a, i, sates policy will be directed to 
ef. cnastest condicions, te considers thas che “0! the setention end proteision of ico 
present is no time for any unit in the industry prevent position. 
to seek an increase in volume of business which These sales policies will be continued so } 
can be obtained only by the loss of an equiva- long as competitive conditions make them me D> We recommend thet initial orders be placed by wire 
lent volume of business of a competing unit. possible, or until normal conditions return. 


& Co. Led. is also exclusive United Seates. 
for “The Champagne of 


This advertisement apergee in the 


STANDARD OIL COMPANY OF CALIFORNIA April 24 issues of "New York Current newspaper copy for Kellogg's Corn Flakes takes advantage 
Times" and “Herald Tribune," and of the rumored return of spring to stress the advantage of crispness. 
ped 22, 193: similar omy appeared in the April 
STUER 
With this five-column pronouncement in coast dailies this week, uct the distinction of being the first MAKES MASS DISPLAY INEXPENSIVE 


to be advertised nationally. Emil 
Brisacher and Staff, San Francisco, 


Standard Oil yee yoo of California served notice to the public and 
is the agency. 


| its rivals that it will not be a party to destructive competitive battles 
this year. 


BRONTY AND HIS PALS TO APPEAR AT WORLD'S FAIR 


: ws The outstanding feature of this display, developed by Zipprodt, Inc., 
P. G. Alen of Fort Wayne, Ind., and Hollywood, has been given the commission to reconstruct Bronto- for Bauer & Black, is the effective manner in which lithography is 
saurus, the 40-ton dinosaur who lived 100 million years ago, and six of his "friends" for the Sinclair combined with actual merchandise, thus cutting down the need for 
Refining Company's exhibit at Chicago world’s fair. Electric motors will enable the beasts to twist using stock in the window, and at the same time presenting an ap- 
their 20-foot necks and wag their 30-foot tails, and in general disport themselves as their ancestors pearance of mass display. While the principal emphasis is on Blue- 
are alleged to have done in the dim and distant past. Jay corn remover, the company’s entire foot line is shown. 
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